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C. E. BICKFORD & CO. 
COFFEE BROKERS 
AND AGENTS 
Since 1886 


NEW YORK NEW ORLEANS 
120 Wall Screet 427 Gravier St. 
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NATIONAL FEDERATION OF 
COFFEE GROWERS OF COLOMBIA 
120 Wall Street - New York 5, N. Y. 


Member of Pan American Coffee Bureau 








“J. ARON & COMPANY, INC. 


J. ARON & COMPANY. INC. 


Coffee Importers 


GREEN COFFEES FROM ALL OVER THE WORLD 


NEW ORLEANS 


NEW YORK 
91 Wall Street 


SAN FRANCISCO 
242 California Street 


SAN FRANCISCO 


NEW YORK 
Direct Representation NEW ORLEANS 
SANTOS 336 Magazine Street 


Rio de JANEIRO CHICAGO 
PARANAGUA 404 No. Wells Street 


Offices of Representatives in Coffee Producing Countries all over the World. 
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2 COFFEE & TEA INDUSTRIES and The Flavor Field 








NOW-place two BAR-NUNS side by side 


ONE operator produces 56 bags a minute—automatically 
fed, opened, held, weigh-filled, dropped and_ ejected. 


With Bar-Nun installations like this, coffee plants automatic pace that keeps production dependably ot 
cut bag packaging costs thousands of dollars a year schedule, and often avoids overtime at peak periods 
Two Bar-Nun Automatic Bag Feeders, Openers and Equally 
Weighers (one with right-hand, one with left-hand vents the costly overweights of less accurate weighers 
lischarge) are placed side by side. The Bar-Nuns The saving in coffee can actually exceed the big 
receive the folded bags as they come from the bag labor economy. In most Bar-Nun installations, these 

_ and eject them ready for the closing savings repay the cost of the equipment the first 


important—extreme Bar-Nun accuracy pre 


manufacturer . 
machine. One operator tends both Bar-Nuns, with a year 
combined production of about 56 bags a minute ? ; : 

Write for recommendations on a Bar-Nun installa- 
tion that will save you thousands of dollars a year 
Just tell us what weights you package, the approxi 
mate volume, and whether it’s ground or bean coffee 


Thus, packaging labor is released to handle other 
duties. Another production advantage: the mechan- 
precision of the Bar-Nun maintains a_ steady, 


- F. G U RA od ¢ © a 13125. Cicero Avenve, Chicago 50, Illinois 


Engineers and Manufacturers Since 1872 
GUMP RAY-NOX COFFEE ROASTERS + GUMP COFFEE GRANULIZERS + IDEAL GREEN COFFEE CLEANERS 
BAR-NUN ‘‘AUTO-CHECK’’ NET WEIGHERS » BAR-NUN BAG FEEDERS, OPENERS AND WEIGHERS 


DRAVER COFFEE BLENDING SYSTEMS + ELEVATORS AND CONVEYORS + EDTBAUER-DUPLEX NET WEIGHERS 
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KLAUSSMANN CO, INC. 


* 99 WALL STREET, NEW YORK 5, NEW YORK 


* 302 MAGAZINE STREET, NEW ORLEANS 12, LA. 
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Look at all these salesmen helping you 


SELL MORE COFFEE ALL SUMMER 


re - A 
GENERAL MILLS with all the power of the personal calls of 
hundreds of salesmen and representatives — is promoting 


cake with Iced Coffee. Have your salesmen alert all your 
outlets — stores and eating places of every size and kind. 


WILSON & CO. is promoting its Pan-Size Bacon in a tasty 
sandwich combination served with Iced Coffee. Wilson sales- 
men are distributing tie-in materials. Be sure your own brand 
is in this tremendous Iced Coffee drive! 


BETTY CROCKER’S name, working hard for General Mills — 
and you — is pushing special Iced Coffee. Over-all coffee sales 


should go up. Order supplies of tie-in materials from the 
Coffee Bureau for real sales impact. 


CARNATION EVAPORATED MILK is the “secret” in the Iced 
Coffee Secret — a special that should increase sales of Iced 
Coffee. Tie-in materials from the Bureau, with room for your 
brand name, are offered to you at half-price or free. 


It’s later than you think! Order your tie-in materials from the Bureau now! 


PAN-AMERICAN COFFEE BUREAU, 120 Wall Street, New York 5, N.Y. 


Brazil « Colombia +» Costa Rica + Cuba + Dominican Republic 
Ecuador « El Salvador - Guatemala «+ Honduras « Mexico +» Venezuela 





Continental’s NEW 
Savorlock Cans 


instant coffee 





Vapor barrier seal plus 
lock top keep your prod- 


uct at its flavor peak. are good for your ™ 
customers = 
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good | for you 


Your customers will go for instant coffee in Savorlock cans, 
because a Savorlock gives extra flavor protection — not 
only in the store, but in the home. After the tamper-proof 
glassine seal is broken, the lock top provides a positive 
reseal in day-to-day use. 

; Savorlock cans are designed to make your life more 
= “| pleasant, too. Special construction permits fast filling, 
‘el secure stacking and maximum display on store shelves. In 
addition, Savorlock cans give you colorful, top-to-bottom 

lithography by Continental craftsmen. 
Available in 2- and 6-oz. sizes, Savorlock cans are 
already a commercial success. Let them start selling for 


you. Call Continental for fast delivery. 


C CONTINENTAL 
CAN COMPANY 
Eastern Division: 100 E. 42nd St., New York 17 
Central Division: 135 So. La Salle St., Chicago 3 


Pacific Division: Russ Building, San Francisco 4 





YOURS for the asking 
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8 GRANULATORS 

This four-page bulletin 
incations on a new 
granulators. The bulletin 
and dimensions, — special 
operation and maintenance 
heads, et« Jabez Burns & 
lith Ave. at 43rd St.. New York City 


with pictures 


ind Spe line of 
de Scr b § CaDe 


finishing 


9 MODERN FILLING MACHINES 

A four-page illustrated folder 
a complete line of modern filling machines 
and packaging machinery for virtually am 
needs. Stokes & Smith Co., 4962 
Summerdale Avenue, Philadelphia 24, Pa 


de S¢ ribe S 


of your 


10 ICED COFFEE 


and figures on 
coftec country, 
reprinted from special COFFEE & TEA IN 
DUSTRIES Iced Coffee Eight-page bro 
hure available from Pan-American Coffec 
Bureau, 120 Wall Street, New York 5 
MY. 


1957 


Facts trends in iced coftee 


} 
sales by roasters across the 


Issue 


ll FLAT BAG PACKAGI 


This four page illustrated folder de scribes 
German-made automatic flat bag filling and 
closing machines. High speed types are 
said to fill and seal up to 130 bags per 
minute Gebr. Holler, Mashinenfabrik, 
Bergisch Gladbach Bei Koln. U. S. repre 
sentative: Ulbeco, Inc., 484 State Highway 
#17, Paramus, N. J 


12 COFFEE GRANULIZERS 


A profusely illustrated folder which ex 
plains the line of Gump Coffee Granulizers 
recently issued. Included are details 
on the new Style “E” Granulizer, as well 
as facts about the four sizes of Granulizers, 
ivailable in two models. B. F. Gump 
1325 5S. < Avenue, Chicago 50 


was 


each 
Co., 


Icero 


13 STORE GRINDER 


This illustrated 
new Super Grindmaster 
which supersedes the company’s regular 
Grindmaster, featured for the past four 
years. Operation is fully automatic. The 
grind plate is on the front of the machine 
in full view of the customer, and_ the 
grinds are indicated with an illustration of 
the brewing device, as well as by name 
American Duplex Co., 815-827 West 
Market St., Louisville 2, Ky 


bulletin describes — the 
Model No. 500, 
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with Burns Qa eu nee a 


you are always up-to-date 


for green coffee is the Burns Recirculating 
Cleaner. Designed for highly efficient operation, 
the Burns pneumatic separator removes far more 
dust, fluff, sticks, hulls and string than any other 
machine on the market—and it does all this in a 
quiet, dustless way. The result is CLEAN COF- 
FEE WITH A MINIMUM OF FUSS AND 
BOTHER! 


is yours when you add the new Burns 
Scalper. This compact and efficient auxiliary to 
the popular Burns Cleaner makes CLEAN cof- 
fee CLEANER. The combination is unbeatable! 
Write today for full details on this low cost way 
to attain the highest standards of clean coffee. 


JABEZ AND SONS, INC. 
NEW YORK CHICAGO 


ENGINEERS DALLAS SAN FRANCISCO 





trends in instant coffee 





This article presents highlights from a significant study 
conducted by the Home Makers Guild of 
Owens-Illinois and issued in a report of more than 50 pages. 

“The Home Makers Guild is a group of volunteer con- 


} , Pp 
sultants representing a cross-section of American home life, 


America for 


With a greater share of coffee imports going into in 
stant form, the 1956 phase of Owens-Illinois’ continuing 
study of consumer buying habits and use habits related 
to Instant Coffee reveals some of the factors that have 
caused increased sales and increased consumption of this 
product. 

Based on figures for the first six months of 1956, it ts 
reported that the instant share of the coffee total was 
running one-third greater than in 1955 on an annual 
basis. 

This 
use” of instant coffee. 
dising and marketing of instant coffee because the bulk 
of coffee consumption, regular or instant, is in the con- 


The findings, compared with results of 


Owens-Illinois survey “in-the-home 


It is important to the merchan- 


reports on 


sumer’s home. 
similar studies in 1948, 1952, and 1954, are significant to 
the coffee industry. 

Some things appearing as worthy of notice are: 

1. Lack of taste or flavor, ‘like regular coffee’, 1s still 
the greatest objection to consumers’ wholehearted 
acceptance of instant coffee. 

The trend toward use of the large size container 

has become a fact in the past two years. Consumers 

registered a 51% preference for the large size. 
this mean the small 
ounce) has become still a 
marketing instant coffee, because the large number of 
who use instant coffee “only occasionally’, who 
buy it “in case of emergency”, who buy for the “single 
or between meal cup’, or those who buy it on a “first- 
try’ basis are still important to the growth of this 


size (two- 


factor in 


However, does not 


obsolete. It 1s 


women 


industry. 

Despite frequent money-off deals on the large size con- 
tainer, the small size of the national brands is still in 
12% of the homes reporting. 

The small container, of course, could become a four- 
ounce size sometime in the future. 

3. The number of ‘exclusive’ 

has continued to increase. 
Use of instant coffee for the ‘coffee break’’ in the 
home or the extra cup of coffee (between meals, 
for guests, before retiring) is growing in the num- 
ber of homes. 

Using instant coffee at mealtime remains the same at 
breakfast, but dropped off in use at lunch and dinner. 


instant coffee users 


5. The number of housewives reporting use of a dis- 
penser in which they made a number of cups of 
instant coffee at one time ts continuing to 1nmcrease. 


6. Because “'taste-flavor” as compared to coffee brewed 


APRIL. PSo7 


having the characteristics 
therefore, the characteristics of the nation’s thinking,” the 


of the typical American home and, 


study explains. 
Copies of the comple le re port are available from Owens 
Ilmois, Toledo 1, Ohio. 


from regular coffee is still the chief objection to 
acceptance of instant coffee by non-users as well as 
by part-time users, it should continue to play an 
important part as a theme in promoting instant 
coffee, along with the other attributes generally 
seen by the consumer in regular coffee. 
However, this lack of ‘sameness’ in taste of regular 
coffee and instant coffee is apparently becoming less 
important, or is being affected by improved products 
This thought is based on the increase in the number 
of ‘exclusive’ users of instant coffee and the steady 
increase in the number of families using 80% and 90% 
of their coffee needs in instant form. 


5 


A change in attitude toward economy has taken 
place in the past two years. This survey shows that 
the number of 


coffe é 


housewives who feel use of sistant 


“exclusively” would be less expensive than 


(Continued on page 72) 





Per Cent of Coffee Used in Instant Form 


1954 


46.5% 
14,1 
8.5 


When Instant Coffee Is Served 


1956 1954 1952 
42.6% 
52.4 
24.2 
33.7 
30.7 
22.2 


54.8% 
53.5 
39.4 
28.7 
28.4 
27.8 


48. 3% 
53.5 
29.9 
31.9 
32.7 
23.4 


Between meals 
Breakfast 

In evening for guests 
Luncheon 

Dinner 

Before retiring 


Frequency of Purchase 


Once a week 

Once in two weeks 

Once in three weeks 

Once a month 

Once in two months 

Less frequently than 
every two months 








5 important steps in our service to the 
Tea Trade 





Old Slip 


W arehouse, Inc. 














Tea Storage 


| Blending 


| Reconditioning 
Repacking 























Tea Packaging for the Trade 








ADDRESS ALL INQUIRIES TO MAIN OFFICE 


Old Slip Warehouse, Inc. 


37-41 Old Slip, New York 5, N. Y. 


WAREHOUSES AT 
37-39-41 OLD SLIP 
67-69-71-73 FRONT ST. 38-39 SOUTH ST. 
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Industry - level Iced Tea _ Drive: 


Selling Iced Tea via the Food 
Selling 
Tea in 


Selling Iced 





1957 Midyear Meeting 


Tea Association of the U. S. A., Inc. 


A COFFEE & TEA INDUSTRIES “FACT-REFERENCE” SECTION 


. Teas’ 1957 Midyear Meeting: Program 


Store: 
Iced Tea in Restaurants: Field Reports 
What Your Salesmen Should Know about Iced Tea: Keys to more Sales 


Institutions: 


.. Keynote A New Tradition 


1957 Advertising ... Merchandising 


Grocer Executives Think 


What 


1-2-3- ... Teamaker 


Slater System Case _ Histories 








Midyear, 1957: An interim report 





By HARRY L. EVANS, Chairman 
Midyear Meeting, 1957 
Tea Association of the U.S.A., Inc. 


Midyear, but defintely not mid-stream. 

An invitation to the Midyear Meeting, 1957 is an in- 
vitation to see what is on the other side of the stream, the 
industry-level spring and summer program. 

At the Tea Association we have had a busy half-year, 
marking out the course so that our industry can avoid get- 
ting bogged down in the shoals of shallow planning. The 
channels leading toward an ever-widening, ever-expanding 
flow of markets for tea have been charted. 

The Midyear Meeting will take us on a short but fasci- 
nating tour of what lies ahead, ‘‘across the river,” so to 
speak, for the tea industry, 

It is a long time between conventions, and a great many 
things, important things, happen in the 12 months between 
these national get-togethers. In the meantime, have 
probably wondered every once in a while, ‘What's new in 
the industry and how does it affect me?’ Here at the Mid- 


you 


year Meeting we can supply the answers. 
First, there will be some filling-in on background, solid 


APR, oS? 


and informative material. The Tea Association of the 
U.S.A., as always, has been a vigorous force in projecting 
new ideas and setting up standards for the industry. We 
have energized the cooperative effort toward one prime 
result: more people drinking more tea. 

Edward C. Parker, president of the Tea Association and 
president of the Tetley Tea Co., Inc., will give us a brief 
report on what the Association is programming along these 
lines. 

We would like to think that if (perhaps I should say, 
when’) we become a nation of ‘“‘tea-totallers’—and during 
the summer, this is well on the way toward an accomplished 
fact 
Tea Association’s strong planning. 

Then Robert B. Smallwood will have an announcement 
to make about the Tea the U.S.A. Advance 
capsule comments gleaned from Mr. Smallwood’s talk repre- 
sent history in the making for our industry, We know that 


it will, in some measure at least, be the result of the 


Council of 


(¢ ontinued on page 40) 





Tea’s 1957 Midyear Meeting — Keynotes 


more iced tea in 195/ 





By ROBERT B. SMALLWOOD, 


fall, at the annual tea convention, 


felt that tea consumption was just beginning a new rising 


Last many of us 


trend in the U.S. Latest figures were on the upside, af- 
ter the market had shown 


+ 


4 Static position for about a 
year 
What has happened since 
5 good news to all of us 
Comparative data now in 
that 


indeed stepped up their tea 


dicate Americans have 


drinking over a year ago, 


and the increases in certain 
the have 


parts of country 


been very significant 


I think 


for 


some of 


sons this encouraging 


change are self evident 


First of all, consumers have 
able 


been to buy excellent 


quality tea at fairly stable prices. The frustrating gyra 


tions that prices displayed two years ago have almost en 


the growth of 


Chairman 
Tea Council of the U.S.A., Inc. 


tirely disappeared—for good we hope. 

An additional factor is that promotion activities for 
tea have reflected new life during recent months, We 
believe the Tea Council's present television spot campaign 
is doing a fine job of supplementing regular brand adver- 
It is apparent, too, that the publicity 
Various 


tising of the trade. 
work of the Council has been very effective. 
special promotions for tea have been run with out 
standing success on important television programs, in 
newspapers and magazines. The idea of tea drinking has 
also been promoted through tie-in displays at a 
All of these events and ac- 


number 
of large department stores. 
tivities are a great help to the whole tea industry. 

Of course, the biggest push of the year, keyed to iced 
tea, is just now getting underway. Lots of planning 
has already been done by the marketing teams of tea com- 
panies and the Tea Council. We're all aiming to see iced 
1957 hit 


convinced this can be achieved. 


tea in a new all-time record, and I for one am 


Consumer facts clearly show that iced tea is more 


(Continued on page 39) 


“the Midyear” 





By EDWARD C. PARKER, President 
Tea Association of the U.S.A. 


T he 
more important each year, 
the trade is being evidenced by the larger attendance 


Tea Association's Midyear meetings are becoming 
This increasing importance to 


It seems that after a number of years of experimenting, 
we have finally decided upon the format for the meetings 
which is most appreciated by 
those who attend 

There is now only one step 
needed to make the arrange 
ments pefect, and that is an 
opportunity for the ladies to 
be kept busy while the men 
are attending the meetings, 
cocktails which 
enjoyed by 
There are rumors 


so that the 


follow can be 
everyone 
around that this will become 
a reality at next year’s meet 
ing 


While 


year, we have a lot of which to be proud, 


tea showed only moderate increases during the 


Certainly the agreement to increase the Tea Council's 


12 


COFFEE & TEA 


funds is one of the most progressive steps taken by the in- 
dustry since the formation of the Council. The agreement 
of all present participants to increase their contributions by 
50% was not an easy decision for them to make. 

The packers all realize that these increased contributions 
must come out of the advertising appropriations for their 
specific brands. There is always a strong temptation to be- 
lieve that it would be better for each packer to spend this 
money on his own brand. It is a paradox, but nevertheless 
true, that it is better to put this money into the common pool 
so that each $5.00 can buy $13.00 of advertising and pro- 
motion, 

Credit for making this bargain possible must go to the 
far-sighted policy of the producing countries. Again it 
would seem easier to conserve their hard-earned dollars than 
to put them into a common pool for promoting the use of 
tea in the United States. However, there seems no doubt 
that this decision will ultimately reap the benefits of in- 
creased tea consumption in the United States, so that the 
money spent will come back in future years. 

We should all watch with interest the beneficial effects 

(Continued on page 39) 
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Out of Sight - Out of 
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Iced Tes OLLA 


“THE MOST BEAUTIFUL PIECE OF 
EQUIPMENT THAT YOU EVER LAID 
YOUR EYES ON" was designed with 
YOUR customers’ desires in mind. 














Hand blown of Triple XXX Heat resistant 
glass, this MOST BEAUTIFUL DISPENSER 
is decorated with Genuine PLATINUM, 
fired into the glass for permanance and 
looks. The Black base, with Black Plastic 
lid, gives "MOST BEAUTIFUL" Iced Tea 
Dispenser the NEW BEAUTY and SALES 
APPEAL that will attract new ICED TEA 


sales. 


with SIELING'S PAF-6 
HEALTH APPROVED FAUCET 
push button style 
or 


the ALL NEW 1956 MODEL PAF-6R 
Faucet with HANDLE 


BEAUTY—-SALES APPEAL—CLEANLINESS 


Sieling's ICED TEA OLLA 


Model Standard Shipping 
Number Package Weight 


2 gallon | 11 Ibs. 
3 gallon | 14 Ibs. 
5 gallon | 18 Ibs. 


SIELING 


URN BAG COMPANY 


927 W. HURON ST., CHICAGO 22, ILLINOIS 








Tea’s 1957 Midyear Meeting — Industry Advertising 


iced tea’s “most powerful” drive 





objectives...strategy...theme... media 


By GUY S. SAFFOLD, Account Supervisor 


In approaching the 1957 campaign, it was felt that the 
basic premises of last summer's campaign were valid: 

Two out of three Americans already like and drink 

) than half of 
Om 


j , 4 j 2 } ab 
iced tea in the summer, but less then 


ONCE 


1 rather than to 


7) AvVINK Lex 


oe 
Ke: 


avink 


NE aleil 
This was expressed through the theme, “Why Don't We 
Have It more Often?’ 
Recall of this theme was measured by means of a slogan 
penetration test in eight markets. 
The campaign appeared to be very effective in all markets 
I ) 


Why Don’t We Have Iced Tea 


as evidenced by the high level of recall 


in planting the slogan, 
More Often? 
shown in the 
of the 


It, however, that the theme of last year could 


eight test markets, which were studied at the 
conclusion promotion 

It Was 
be advanced by urging action to overcome the inertia which 
prevents people from having iced tea more often, and that 


women can be induced to make iced tea available more often 


through reminders at the times when they are thinking 
about, or preparing for, dinner 

The objectives of the 1957 campaign, therefore, can be 
defined as follows 


To increase the 


consumption of wed tea by inducing 
tonight and every night, thereby making 


women to make il 
tea available more often 
_ T 


the family lo ask tov iced lea more of te nN 


increase the consumption of iced tea by inducing 
A campaign with these objectives can be successful only 
it is possible to produce enough advertising weight, with 
The 1957 iced tea 
campaign can ac hieve this advertising weight. 


sufficient frequency, to induce action 


Furthermore, these objectives call for advertising which: 


| 4 COFFEE 


Leo Burnett Company, Inc. 


1. Reaches the woman when she is thinking about or 


breparing for dinner 


t [ 
like it 


NOU 


; 
reminding her how much her family 


make 


» of 


how easy it 1s to and urging her to make it 

2. Reaches a family audience inducing them, in a friendly 
way, to ask for iced tea more often by reminding them of 
the pleasurable qualities of the beverage. 

The increased budget for 1957 does permit a much broader 
effort and it is proposed, therefore, to advertise with ap- 
proximately equal weight in 29 markets. 

Eleven basic markets: Baltimore, Boston, Chicago, Cleve- 
land, Detroit, Los Angeles, New York, Philadelphia, Pitts- 
burgh, Providence, Washington. 

Eighteen supplementary markets: Atlanta, Birmingham, 
Buffalo, Charlotte, Cincinnati, Dallas—Fort Worth, Greens- 
boro, Houston, Indianapolis, Louisville, Memphis, Miami, 
New Orleans, Norfolk, Richmond, San Antonio, San Diego, 
St. Louis. 

The stated objective of this campaign establishes these 
(1) It 
should reach people in great numbers (particularly house- 
. (2) at a time when action can be effected 


criteria for selection of the advertising medium: 


wives ) 
(3) with sufficient frequency and urgency to produce 
action 

Using these criteria, radio was considered to be the logical 
medium. 

Radio offers an opportunity to reach many women at home 
at the hours when action can be expected. 

Radio, in the desired time period, 3:30 to 6:30 p.m., 
provides us with a large audience which includes a high 
percentage of women and is, therefore, well suited to carry 
the type of message planned for iced tea. 

Radio delivers an average of 52.8% of U. S. radio homes 
during these hours. They average 314 hours of listening 
for each five-day period, 

Radio also will provide the frequency which we believe 
is necessary to the success of this program. It will be possi- 
ble to buy radio at a sufficiently high level to provide a 
weekly estimated cumulative audience of roughly 50% of 
the radio homes in the market area and a weekly frequency 
of four per home. 

Since frequent reminder is an essential to the 1957 iced 
tea program, the ability of radio to deliver messages often, 
weighed heavily in the media decision, 

In addition to the large in-home audience mentioned above, 

(Continued on page 38) 
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tie-in for tea volume 





By HAROLD L. SUTTLE, Chairman 
Merchandising Committee 
Tea Association of the U.S.A. 


“United we stand and prosper’ could very well be the 
slogan for this summer's grocery merchandising program 
for iced tea developed by the Merchandising Committee of 
the Tea Association in cooperation with the Tea Council 
staff. 

The committee met for the 
first time in June, 1956, to 
discuss plans for the 1957 
At that time 
we were just getting under 
way with the 1956 
featuring a tie-in 


iced tea season, 


season, 
between 
tea and lemons, and the basic 
idea of industry-level related 
item selling was uppermost 
in our minds. Fortunately, 
we in the tea industry weren't 
the only ones who endorsed 
idea. Russell Z. 
Eller, of Sunkist Growers, was also convinced that tea and 


the tie-in 


lemons were a ‘“‘natural’”’ promotion which retailers from 


coast-to-coast would welcome for a 
1957. 


So, this summer we are undertaking a joint promotion 


return engagement in 


with Sunkist again. 

Here are the details of this summer's iced tea grocery 
campaign. 

First, the related tie-in with lemons has two primary ob- 
(1) To convince the retailer of the benefits of 
working out his own variations on the related item selling 
theme and (2) To provide him with the wherewithal to 
accomplish this, namely an attractive yet practical bin in 
which he can display and sell both tea and lemons. 

The mass display bin, which will be available to Sunkist 
and packers who contribute to the Tea Council, is a unique 
two-section tea and lemon bin which answers both objectives 
of the program. It effectively displays the products of both 


jectives: 


“partners” in the tie-in venture, and it is so flexible that the 
manager of the food store can apply his own initiative to 
create displays suiting his requirements. 

Designed to be used in multiples, the two sections of the 
bin are not attached. Consider what this simple fact means 
to the retailer. If he doesn't have the space to display one 
combined unit, he can separate the sections, place them 
wherever he does have space, and get somewhat the same 
results. If he has lots of space and wants to do a real selling 
job with the duo-units, he can combine the sections in as 
striking a display as his imagination dictates. 

In other words, the grocer can have as big, or as little, 
a display as he desires, Whether he operates a superette, 
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full-scale supermarket, or just a corner grocery, he can find 
a way to use the display to good advantage. 

The bin adjusts so easily to the food outlet’s space limita- 
tions that the tea salesman and Sunkist sales representative 
can safely recommend its use in practically every type of 
store. 

One feature of the bin which Mr. Eller found particularly 
pleasing is the way in which it stores lemons. As you know, 
lemons are a highly perishable item, What's more, they 
come in cases weighing about 50 Ibs. each. Excessive hand- 
ling of the lemons is not only impractical, it’s well-nigh im- 
possible. The bin solves these stocking and servicing prob- 
lems easily; it is designed to accommodate lemons in their 
original shipping cases. When the campaign gets under 
way between, 7,000 to 8,000 of these units will appear in 
food outlets all over the country. 

For use in conjunction with the bin, retailers will be 
offered two colorful, sales-stimulating posters, plus a four- 
color shelf marker. All these pieces tie-in with the industry 
advertising theme by posing the question, “Why don't we 
have iced tea more often?” 

The display bins and other point-of-sale materials are 
available to the retailer from contributing packer tea sales- 
man, and the Sunkist field men. 


(Continued on page 36) 


This year's two-sec- 
tion mass display 
bin. In two sections, 
it sells both lemons 
and tea yet is so 
flexible the 


manager can use in- 


store 
itiative to create 
displays meeting his 
own special require- 
ments. Sections can 
be separated, or 
grouped in multiple 
units for greater im- 


pact. 





A new idea to help you sell restaurants— 





NEW ‘2-5 METHOD 
ICED TEA IN 


Simply multiply this 
formula by the 
NUMBER OF GALLONS 


of iced tea required 


quart of water 


It’s the easiest, most convenient, most foolproof way 


yet found for making Iced Tea in any quantity! 


BETTER QUALITY CONTROL... LESS WATER TOBOIL AND HANDLE... 


No guesswork, no variation in flavor. It’s Only one quart of water to boil for every 
the best Iced Tea every time, because you gallon of Iced Tea. This saves time, reduces 


use the same basic 1-2-3 recipe for any handling hazards. 
quantity. 
LESS ICE NEEDED... 
BETTER QUANTITY CONTROL... Only one part hot tea is added to three 


Now it’s easy to make a batch for an en- parts cold tap water, automatically cool- 
tire meal, or just an extra batch. ing the mixture to room temperature. Tea 
can be kept at room temperature up to 4 
hours and iced when served. 


AS YOU CAN SEE, THIS NEW 1-2-3 METHOD IS JUST THE THING FOR 
YOUR RESTAURANT CUSTOMERS. SO START SELLING THEM THE IDEA 
RIGHT NOW! IT’S A SURE WAY TO HELP THEIR BUSINESS—AND YOURS. 








FOR MAKING 
1) ANY QUANTITY 


Pour over... 


ounces of tea, steep 
6 minutes, stir and 
remove bags 


This recipe card gives the exact formula 
and instructions for any amount from 

1 to 10 or more gallons. It is available 

in quantity at actual printer’s cost, 

as are a Salesman’s Brochure and 

colorful displays. Send for order blank 
now. Address: Tea Council of the U.S.A., 
Inc., 500 Fifth Avenue, New York 36, N.Y. 


tea 
council 


of the USA, Inc. 
500 FIFTH AVENUE 
NEW YORK 36, NEW YORK 
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related item for food store “extras’ 





By RUSSELL Z. ELLER, 


The fact that a great many Americans have developed 
a taste for lemon in their tea is not only good for Sunkist 
Growers. It is also a very fortunate development for the 
tea industry, because it adds an extra merchandising di- 
mension which can be helpful to any tea packer who 
wants to turn it to his ad- 
vantage. 

In today’s 
economy, all manufacturers 
of advertised grocery brands 
are engaged in a competitive 
battle, not just for the at- 
tent_on of the consumer, but 
for the favor of the retailer 
Without retail 
and feature dis- 


supermarket 


as well. 
promotion 
play, even the most widely 

accepted brands are severely 

handicapped, 

The retailer is interested primarily in profit, but he 
also is interested in promotional ideas which draw trath« 
and add color and character to his store. A related-item 
promotion which not only offers him extra profit but 
also embodies a novel, eye-catching display idea is sure 
to be warmly received. 

When the retailer displays lemons with tea in the 
grocery department and tea with lemons in the produce 
department, he is promoting an “idea” that brings him 
extra volume and profit and at the same time interests and 
stimulates customers, because housewives enter a 
supermarket expecting to find ideas and suggestions which 
will help them with their daily chore of menu planning 
and meal preparation. 

Most of the things housewives buy in a supermarket 
items neither on their written 
or mental shopping lists. These unplanned purchases 
are often the result of a “selling idea’ that somebody 
had—either the retailer himself or, more likely, an en- 
terprising supplier. In many cases, both lemons and tea 
fall into the “unplanned’’or impulse-purchase category. 

With a “idea” display, the retailer can 
normally expect to increase his sales of both commodities. 
His total sales of tea are almost sure to be higher during 
and, of course, the brand displayed 
His sales of fresh lemons, 
So the tea salesman 


his 


are unplanned purchases 


lemon-tea 


the display period 
gets the benefit of the increase. 
a high-margin item, will be up, too, 
who suggests a joint promotion of his brand of tea with 
fresh lemons is doing the kind of constructive selling 
that all volume retailers expect from their suppliers nowa- 


days. 
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Manager 
Advertising Department 
Sunkist Growers 


The promotion of lemons with tea did not, of course, 
start out at the merchandising level. It began over 40 
years ago as an advertising idea. In those days lemons 
had a very limited range of uses. They were used to 
clean brass and copper and to remove stains from fingers, 
and some people drank hot lemonade when they caught 
cold. Lots of people drank cold lemonade in summer. 
But most people thought they could get along nicely 
without lemons if they had to. They couldn't today! 

Today more people buy lemons than buy flour, or catsup, 
or tuna. Most housewives depend on lemons and always 
keep them on hand. The reason they do is that many 
years ago Sunkist Growers began to advertise and pro- 
mote a variety of little-known uses for this versatile fruit, 
and kept right on advertising and promoting them year 
after year. One of these uses was lemon with tea. 

It is probable that Sunkist Growers have been promot- 
ing the drinking of tea longer than anybody else, and 
when the Tea Council launched its magnificant campaign 
a few years ago, Sunkist immediately became an active 
partner. The reason we have encouraged tea drinking so 
long and so continuously is that tea sells lemons, and 
we are in the lemon business. 

We were perplexed and saddened by the slow decline 
of hot-tea drinking in America, which went on for so 
many years, but we were heartened by the steady rise in 
per capita consumption of iced tea, which is strictly an 
American invention and for which we take some credit. 
We believe Sunkist's steady advertising and in-store 
promotion have had a god deal to do with the popularity 
of iced tea, and with the fact that tea drinkers are our 
second largest group of fresh-lemon consumers, right 


volume of lemons con- 


next to lemonade drinkers in 
sumed. 

There is nothing we would like better than to see hot 
tea restored to its position as America’s No. 1 year- 
round beverage, because that would mean a very sub- 
stantial increase in the demand for fresh lemons. So it 
is easy to see why Sunkist is such a staunch ally of the 
tea industry and cooperates so actively with the Tea 
Council campaigns. 

We have had a lot of experience with the in-store 
display of lemons with tea over the years, and we know 
it works. We know that the retailer benefits, and that 
he welcomes these promotions; we know that the tea 
packer benefits, because we have watched his brand sales 
skyrocket; and we know the tea industry benefits, be- 
cause grocers tell us their total tea sales are up both 

(Continued on page 41) 
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Fastest direct service between the 
Far East and Atlantic Coast Ports 


The United States Lines has added nine 
new Mariner-type vessels to its fleet to be 
operated by the American Pioneer Line. 
These ships—the largest general cargo ships 
in the world—will offer the fastest cargo 
service with regular sailings from Japan, 
Hong Kong, Formosa, Indo-China and Thai- 
land to New York, Boston, Philadelphia, 


Baltimore and othcr East Coast ports via 
the Panama Canal. 

Other United States 
careful, experienced handling to your ship- 
ments to and from Europe and the United 
Kingdom. For schedules and complete in- 
formation, inquire at any United States Lines 
offices or agency. 


Lines ships give 


AMERICAN PIONEER LINE 
UNITED STATES LINES 


One Broadway, New York 4, New York e Tel.: Digby 4-5800 
Offices in Principal Cities throughout the World 


RS7 





Tea’s 1957 Midyear Meeting — Food Stores 


how to sell more iced tea 


. . . Via food stores 








Ideas from grocer executives — supermarket chains, voluntaries, 


cooperatives, independents — on moving more iced tea off the shelf 


If you think of the grocery and supermarket as a large 
rental place for thousands of food products, you inevitably 
come to the conclusion that a product must pay for its rent 
or be “‘evicted’’ from its shelf. 

Tea, of course, is one of those items that will never be 
thrown off the premises. Both retailers and salesmen know 
it as a high gross profit item, and as such, it will always 
manage to pay its But while tea yields a high rate 
of return, it is not an automatic item on the shopping list. 
It must be sold advertising-wise on an industry level, and, 


“rent,” 


through packer sales organization, it must be merchandised 
via the food store to create demand, consistently and con- 
tinually 

A recent survey among food retailers on all levels, under- 
taken by Corree & TEA INDUsTRIES, formerly The Spice 
Mill, proved this point. Store operators agreed, in almost 
one concerted voice, that industry-level merchandising of 
iced tea had made good, healthy strides. Iced tea was a 
going’ product, and “getting better all the time,” as one 
chain merchandiser put it. 

Basically, they liked the job we had done with iced tea 
in the food stores 

What we wanted to find out, however, was how we could 
expand and improve our merchandising, and do an even 
better job 

Markets have only a limited amount of rental space, and 
thousands of prospective tenants clamoring for admission. 
No product In the merchandising 
field, there is no room for complacency 

During the course of the survey, retail store operators 


has a permanent lease, 


had many suggestions to make. 


Essential problem 


One comment that kept cropping up all the way down the 
line had to do with the essential problem: Creating con- 
sumer demand for tea. The general view was that appetite 
appeals should be stepped up in the industry's promotion. 
One retailer, who represents a 125-store operation, said that 
he particularly liked the Tea Council's jumbo, easel-mounted 
glass of iced tea for this very reason. Looking at it, a 
customer's mouth felt parched, and the impulse to buy be- 
came very strong, indeed 


Appeals should tickle the appetite, but not stop there, 
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retailers said. There should be definite follow-through 
Give the customer “reasons why” she should drink iced 
tea rather than some other beverage. Once she has been 
sold on its unique qualities, she should be told 4ow to use 
it. Provide her with recipes that enhance tea’s infinite 
varieties, 

An executive with a New York-based grocery chain said 
quite frankly that he didn’t believe pretty pictures and 
maps—and the host of other flimsies some merchandisers 
used to promote iced tea—could move the product at all 

“What we need,” he said, “is to have people understand 
how to make iced tea and how to get the most out of it 
Everybody knows,” he continued, ‘that you don’t get some- 
thing for nothing. Boastful, exaggerated advertising is out. 

“Tell the straight, honest story about tea, and sell it that 
way. 

Consumer’s viewpoint 

This merchandiser practices what he preaches. He sup- 
plements Tea Council promotion material with point-of-sale 
displays devised for use in his company’s stores. The 
material is concrete, angled from the consumer's viewpoint ; 
what Aer needs are when she is considering buying some tea. 

In April, letters from his office go to all store managers, 
outlining for them a program of consumer education in the 
use of tea, The letters also carry pointers on how to sell 
and promote this profitable commodity. 

A top official of one of the largest supermarket chains in 
the country, with headquarters in the East, also stresses 
what he calls “positive selling.” Promotion devices should 
be attractive and should make good use of color, it is true. 
But, says he, “material of this sort should also be aimed at 
tempting the appetite and suggesting new uses for the pro- 
duct. It should point up new times to try iced tea, and 
products or meals with which it can be enjoyably consumed.” 

In days only recently gone by, when a grocery was not a 
huge operation and the proprietor had plenty of time to 
lean across the counter and offer his customers personalized 
instruction in the use of a product, placards and posters 
were not as essential to a “positive selling” job. 

But there have been major changes in retailing. Super- 
markets are more like impersonal warehouses. This “per- 


sonal’ contact, the old rapport between customer and 
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grocer, has to be revived. The best way to bring it back 
is to have your point-of-sale materials talk to the customer, 
as did the old-fashioned grocer. Tell her about the product, 
and how to wse it. 

chain of almost 400 


One merchandiser, representing a 


stores, flatly stated that “heavy promotion of iced tea seems 
particularly necessary at this time.’ Basing his opinion on 
thorough-going experience, he felt that iced tea was not 
growing in popularity because of the rapid development of 
alternate summer coolers. Drinks in milk-type cartons and 
those with new flavors, powdered beverages, and party 
punches, he Says, are giving iced tea strong competition 


This operator's opinion, incidentally, is a minority one. 
With this one exception, retailers were in accordance that 
But 
the wind or not, as we said before, there is no room for 


iced tea’s popularity was on the uptrend. straw in 


complacency in the grocery merchandising field. His com- 
ment provides food for thought 


Startling statement 


The vice-president of a regional chain in California made 
the startling statement that “supermarkets don’t sell mer- 
chandise.”” This, he Says, IS a job for the food processors, 
manufacturers and advertising agencies. Acceptance for a 
product must be established before the customer enters a 
store 

While, this, of course, is that “old debbil” brand identt- 
fication, only in different guise, it does point the need for 
industry-level selling. Grocery operators feel keenly that 
the success of their sales activities depend not only on how 
indelible the brand stamp is on the public consciousness, 
but also on the commodity itself 

Such an awareness led the spokesman for the large 
Eastern chain to comment that while “individual suppliers 
have done a good job of brand promotion and advertising,” 
he thought there was room for a more dynamic approach 
He would like to see promotion tied onto strong selling 
devices 

Although the merchandisers questioned promote iced 
tea primarily during the spring and summer months, at 
least one operator—he spoke for a medium-sized supermarket 
operation—believed in pushing iced tea the year ‘round. 
All of them, however, would welcome suggestions on how 


to “custom make’ buying seasons. 


Related item 
Several said that they regularly united tea in promotions 


sales are popular with the food stores. 
with such allied items as lemons from the produce depart- 
ment. One large chain operator works up combination- 
sales with iced tea glasses from his non foods department. 

A spokesman for some 6,000 retailers suggested that re- 
tailers and distributors both might explore the possibilities 
of multiple packaging, combining tea bags and package tea 
unit. Housewives, he believes, sometimes want 
A duo-package could persuade more people to 
buy tea, even though less often, he felt. 

What 


up in the words of an official for a large cooperative mer- 


in one neat 
a choice. 


all the retailers said, in essence, can be summed 


chandising group, servicing thousands of grocers throughout 
the country: “We just want to sell the stuff, 
Exclamation point, 


it’s a money- 


maker.’ Period, 
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Focus on tea in a Stamford, Conn., store of Gristede Bros., Inc. 
Emphasis here is on varieties. Original shipping cases add drama. 


A Tetley triple tie-in display for iced tea in the Century Market, 
Akron, Ohio. This combination bin was in the produce department. 


Why don't we have 


iced tea mente ? 


Tea Council point-of-sale aids for the 1957 campaign. Attractive 
posters and the four-color shelf marker carry industry's theme. 
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The Tea Council will be giving Iced Tea its 


BIGGEST PUSH YET 
WIT SATURATION RADIO SPOTS! 


Averaging 15 spots a day—7 days a week a week 


“Why don’t we have Iced Tea 


more often? Why don’t we 
have Iced Tea tonight?” 


saturation spot radio in America’s major markets— 


Atlanta Detroit Norfolk 
Baltimore Greensboro Philadelphia 
Birmingham Houston Pittsburgh 
Boston Indianapolis Providence 
Buffalo Los Angeles Richmond 
Charlotte Louisville San Antonio 
Chicago Memphis San Diego 
Cincinnati Miami St. Louis 
Cleveland New Orleans Washington 
Dallas—Fort Worth New York 


Through the BIG coverage of radio, the BIG family audience will 
be listening at the BEST time from 3:30 to 6:30 P.M. to the Tea 
Council’s heavy concentration of radio spots—telling and selling 
the Iced Tea theme day after day, week after week, all summer long. 

Such frequent reminders to have Iced Tea tonight—at the time 
when women are about to prepare dinner—will go a long way to 
turn a latent desire into action. 


tea council 


of the USA, Inc 


500 Fifth Avenue New York 36, N. Y. 
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what your salesmen should know 
about iced tea 





a reference guide to basic facts and selling techniques 


By S. P. GERBER 


Merchandising to the food store 


1904, when the tea salesman 
the crowds were 


Ever since the summer of 
at the St. Fair first observed that 
by-passing his hot tea counter on their way to get cold drinks, 
tea salesmen have had to be practical psychologists in figur- 
and then, 


Louis 


ing out how to lead the consumer to his product 
how to make him drink. 
plunked some ice into his product and started hawking it 


That salesman, you will remember, 


as a hot weather refresher 
Selling’ 


chandising”’ 


iced tea to the institutional trade—or ‘‘mer- 


it to the grocer has become almost a separate 
itself. It is a comparatively new science, 
but fortunately the “laboratory” 
ter. Armed with the basic facts about 


they can mean in profits to the grocer and the restaurateur, 


sales science in 
techniques are easy to mas- 
iced tea, and what 
you, the salesman, need no longer keep your fingers crossed 
and pray for hot weather in order to sell your product 
Weather or no, your sales campaign can be successful 

These days, the iced tea salesman rarely calls on a ‘grocer 
as such. The man who receives you more often than not 
bears the title, “buyer,” for the grocery store has long since 
become the supermarket. 


Iced tea “whys” for the food store 


1 « shelves, the salesman of iced tea has two convinc- 
ing arguments. First and foremost, of course, is that tea 
has a high profitablility (a long word, long in meaning 
for market operators). 


In the constant battle for space on the grocer’s 


Recently, a study was completed of the 55-market, $90,- 
000,000 chain of Thorofare Markets in Pittsburgh, Pa. 
It was discovered that among 25 top product classes, in terms 
of gross dollar profits per week, tea ranked 17. 

The tea salesman should remember the significance of this 
important rating. You should apply it to get increased shelf 
space and special displays. Tea’s high profit rating undoubt- 
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edly warrants better shelf positions in every one of your 


accounts. 
in the tea salesman’s 


2. Ask a gro- 


cer (or anyone for that matter) how he would compare tea 


Another vital scientific fact 
arsenal is the high acceptability of tea 


consumption to that of coffee and you'll get some widely 
disparate estimates. Actually, by survey, it has been shown 
that the ratio between coffee and hot tea is about one to three. 
could 


This is something most grocers don’t realize and 


very well use to their advantage 


3. 


ing the course of a year is iced tea. 
of this one-third is consumed during only three months of 


Iced tea has another attraction for the grocer 
One-third of all the tea poundage consumed dur 


Consider that the bulk 


the year, and you realize that here is a product that can 
move off the shelf with great rapidity. 

High profitability plus high acceptability should equal 
good shelf space and a good share of the grocer’s over-all 


promotion effort 


Iced tea “how’s” for the food store 


Even if you have convinced the grocer that tea is a good 
product for him, your job is not finished yet. You still 
have to follow through on the biggest task: to influence 
the taste of the ultimate consumer. You made the 
product available, but you now have to lead the consumer 
to it and make her drink. 


in any salesman’s equation. 


have 


Get the retailer 


A spokesman for some 6,000 independent retailers re- 
ported recently that the sale of tea was stimulated one-third 
by a combination of previous acceptance, advertising, and 
word-of-mouth recommendation. But it was stimulated 
two-thirds by how much a retailer himself put behind the 
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sale and how he displayed the item. 

It is in persuading the retailer to “put himself behind 
the sale,” getting him to display and plug iced tea to his 
fullest capacity, that the scientific salesman has to apply 


his best “laboratory” techniques. 


Make it visible 


As Walter Lindgren, Sales Promotion Manager of Thomas 


| Lipton, Inc., has stated it, ‘the purchase of tea by the 


consumer is highly impulsive.” To reap the benefits of this 
impulse,” the tea salesman realizes that his product has 
to be visible 

One major manufacturing and marketing concern reports 
that 


increased position for that part of the tea department in 


their salesmen, “when contacting accounts, strive for 
any given store that has the most attractive shopper trattc 


vantage } oint 


Set up displays 

Without exception, executives of several top tea packing 
concerns said, when interviewed, that their salesmen went 
all out to furnish the supermarket operator with display 
and point-of-sale material that would draw the consumer's 
eye to their product, Many used the Tea Council's promo- 
tion material, imprinted with their brand names. Some sup- 
plied their own, some used a combination of both, 

A successful tea merchandising device is to display the 
product with lemons, wherever lemons are sold. This gives 
you more ‘'stands’” from which to move tea, as well as more 
profit for the food store. 

This year, Tetley has developed an unusual "fixed dis- 
play” for the iced tea season in the South. Colorful 
extolling the virtues of iced tea, will be fitted into the backs 


‘risers, 


of shopping carts 

Another leading company uses premium offers, such as 
iced tea pitchers, their campaign. 
“Sometimes we have offered these incentives at the point of 


as part of promotion 
sale, as well as on send-in offers,” reports their merchandis- 
Ing executive 

You can use considerable initiative in setting up ma- 
terial in the store to back special company promotions. 


Give service 


All tea packer executives agreed that the key to the 
grocer s promotion space was service. 
Sullivan, assistant sales manager 
want help in building displays. 
with cooperative advertising con- 
which 


Grocers, said James P, 
Co. inc.. 
Tetley supports this need 
individual 
visions for help with merchandising. 


of Tetley Tea 


tracts for the grocer, also contain pro- 


In larger markets, Tetley’s salesmen also call every two 
weeks and take care of the shelves while they are there 
“In smaller markets, we try to call every four weeks, even 
though,’ Mr. Sullivan admits, “the grocer doesn’t want 
to see a salesman that often. But we feel it is important 
that we see him often enough so that we can also help him 
with his displays.” 

Lipton’s furnishes point-of-sale material to tie-in with 
national advertising and They, too, 


their promotions. 
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offer the grocer “the services of our trained sales personnel.” 
One large manufacturing company has organized tea pro- 
Their salesmen 


motional programs several times a year. 
Then, when they 


are briefed during regional sales meetings. 
contact retail and chain stores in their given territories, they 
have a definite ‘Tea Program,” in capital letters, to offer. 


Reach the consumer 


. . - with sampling 


In what specific ways can you, the salesman, persuade the 
consumer to take iced tea and see? 

One little explored approach is the technique of sampling. 
Giving customers “‘tastes’” of a product is a popular practice 
in groceries these days. Yet there is a distinct lack of iced 
tea sampling. Talk to people about setting up samplings, 
and they will tell you all about the problems involved. 
Actually, its is simpler to organize a sampling of iced tea 
than of hot tea—and both are not at all impossible. 

During the iced tea season, it makes particularly good 
sense to give samplings of the cool drink. Tea costs so 
little, that each sampling could consist of a good-sized re- 
freshing draught, not just a tongue-wetting sip. 

Samplings might be a good way, too, of selling the idea 
of drinking iced tea in the off-season. Customers could dis- 
cover that, as with other cold drinks, they don’t have to wait 
until the thermometer hits 90° before they take a glass. 

A number of supermarkets have set up free coffee bars. 
If carefully organized, this “permanent’’ sampling arrange- 
ment can lead to profit for both the supermarket operator 
and the product salesman 

Why can’t you encourage your accounts to set up similar 
arrangements with tea? Again, your company, at very little 
cost, might supply the necessary help, as well as the tea. 
In return, it would get fine promotion of the brand name. 

The type of sampling during which the potential cus- 
tomer actually gets to taste the beverage is so little used 
by the tea industry as to be almost non-existent. Most 
companies concentrate on other facets of “sampling.” 


. . . With demonstrations 


Tetley’s, for example, provides stores with demonstrators 
who try to secure on-the-spot sales. However, instead of 
serving samples, they talk about the merits of the product, 
and give out either free coupons or an item designed to be 
used with iced tea, like iced tea spoons. 

This program has had excellent acceptance. Tetley tries 
to get their demonstrators to appear wherever possible. ‘Of 
course,’ says Mr, Sullivan, “we would not want to appear 


in the same store more than twice a year.” 


. . . With tie-ins 


An excellent method to persuade the consumer to try 
iced tea is to suggest attractive combinations of the beverage 
with other food items. 

In the related-item sales technique, you are limited only 
by your imagination, By working out interesting tie-ins, 
you will not only be doing the customer a favor by spicing 
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her routine menu fare. Use high profit “partners,” and ycu 


will also have the grocer on your side 

The classic example of the high profit tie-in is lemons, 
of course. Another is superfine sugar. Granulated sugar is 
a football in a grocery store; the operator doesn’t make 
enough money on it. But superfine sugar carries a sub- 
stantially higher margin of profit. 

One prominent tea merchandising authority urges strong 
Placing a 
It’s 
harder, but much more effective, to do some precise think- 


ly against “improvising” related sales items. 


couple of boxes of cookies next to tea shelves is easy. 


ing about what would make a good related item for a par- 


ticular market. Then go to work with the salesman of that 


item in planning a well-coordinated promotion 
To go back a minute to the Thorofare Markets study. 


There were at least four items among the 25 top gross 


Selling to the 


All 


whether they run hotels, restaurants, cafeterias, 


As one prominent marketing executive stated it: 
operators 
or in-plant feeding systems—are interested in profitable 


items, In this respect, the iced tea story is impressive. 


Iced tea “why’s” for the restaurateur 


with the ice cubes, and the lemon and other 
carries the lowest food cost of anything in the 


Iced tea 
incidentals 
The restaurateur never sells a glass 
At this low 


restaurant business. 
of the profitable beverage for less than 10¢. 
price, his food cost ts only 15% of the sale. 
Here are the actual figures. For 20 servings, or one 
gallon, at 10¢ a glass, you can estimate: 
2 1-ounce tea bags—average cost $.155 
.069 
.063 
OLS 
.302 
IW¢ 


Iced tea can cost more. 


214 lemons average cost 


2/, Ibs. sugar cost 
10. Ibs. 


Cost: 20 servings 


average 

ice cubes average cost 

Cost: Single serving 

(Oh yes, we forgot to mention, 

If the restaurateur uses iceman’s ice, he must add $.005 to 
the cost of each serving.) 

Statistics are the salesman’s best friend in the restaurant 


field. 


Iced tea “how’s” for the restaurateur 


With the restaurateur, the salesman’s major function is 
to help him standardize his iced tea preparation so that he 
serves a good glass of tea every time. 


Aim for good iced tea 


Maintain a good quality of iced tea, and the restaurateur 
must sell more. It is the old story of building a better 
mouse trap. 

One tea merchandising expert illustrated this point with 


the story of Joe, who runs the hamburger joint on the cor- 
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dollar profit products that would make excellent partners 
for iced tea, both in taste appeal and dollar earning capacity 


Consider these: sandwiches of canned meat, position on 


cakes made with the 


So plan for profit 


butter—23; 


Assorted—8 


the list—25; peanut 


TF: Kraft 


when planning related sales programs. 


mixes and 
Here is another little tested technique for promoting iced 
tea. Why, pleads one merchandising expert, doesn’t the tea 


industry ‘muscle in’ on the picnic promotions? Tea ts on 


of the few beverages accepted by all members of the family 
j 


It is popular; during the summer, the number of 


drinkers doubles. It is high profit for the grocer 
for the consumer, 
In short, iced tea is a wonderful accompaniment for 


item in the picnic basket 


restaurateur 


ner. He was making out pretty 


well with his hamburgers, he thought, for the simple rea 


Joe is a shrewd operator, 


son that he was using 20% cereal fill in the meat 

Then one day Joe saw the light and decided to serve 
He didn’t make any 
nouncements about it; he just went ahead and served solid 
Suddenly he discovered that he was selling 


100% pure beef hamburgers. any an 
beefburgers. 
more hamburgers than ever before, 

The same principle applies to iced tea. Says one execu- 
tive of iced tea, ‘The hot shopper or business man who is 
tense and tired gets an amazing pick-up from such a pleasant 
drink.” But, he continues, tea drinkers have become most 
discriminating in their taste for good quality iced tea. 

Assist the restaurateur in preparing this ‘“good quality 
iced tea,” and sales will increase as a natural consequence 


Use iced tea dispensers 


Tetley, along with other companies, has discovered that 
one way to increase consumption indirectly is to offer 
restaurateurs attractive glass iced tea dispensers. This 
good-looking reminder to the consumer is made available 
in two sizes, at reduced prices or no cost, depending on the 
order and the size dispenser required. 


Furnish iced tea aids 


“But, of course, a good dispenser does not necessarily 
mean good tea,” says Mr. Sullivan, ‘We believe it must 
be made properly.” So Tetley now furnishes the 1-2-3 
dial recipe card, prepared by the Tea Council. 

As added security against loss of the dial card, they 
also enclose a recipe card in each case of Tetley Iced Tea 
Bags. ‘“We think that constant reminder may result in 
careful preparation and good iced tea.’ 


Answer iced tea questions .. . 


The recipe card to which Mr. Sullivan refers, is an- 
other product of the Tea Council. Based on actual field 
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tests, it lists preparation and service tips which every well- 
informed salesman should have at his fingertips when he 
the Restaurateur, With this knowledge, he can 


answer the questions that come up 


calls on 


. . » About brewing 


Q. How can I get a full-flavored iced tea? 

A. Brew Water conditions vary in dif 
ferent sections of the country, however. So the 
somewhat to get 


for six minutes. 
restaura- 
teur may have to adjust his brewing time 


the most out of the tea 


. . . About clouding 


Q. All the restaurateur wants to know about this is how 
to prevent it 

A. The solution is to pour the hot concentrate into the 
Also, do not refrigerate or ice the tea 
prior to service. Make the iced tea fresh for each meal 

If the tea still clouds, try reducing the brewing time, but 


cold tap water. 


less than four minutes. 


to not 


. . » About equipment 
Q. What kind of 


glass of tea? 
A. For brewing, 
should be glass, stainless steel or crockery 


equipment will turn out the best 


and dispensing, containers 


Other materials 


storing, 


may impair tea flavor. 


. . . About cleaning 


Q. How do I keep my equipment in the best working 
order? 

A. After each day’s use, flush out and fill the dispenser 
with fresh water. This will help keep it clean and sweet 
A bonus tip: Clear out water faucets at least once a weel 


Stainless steel iced tea dis- 
tributed by Sieling Urn Bag 


Co., Chicago. Sieling's iced tea olla. 
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with that homemade 


FULL FLAVOR! 


Tea Council point-of-sale pieces for restaurant accounts: 32" easel 
iced tea glass display, backbar streamer, menu tip-ons. 


. . . About service 


Q. How can I tempt customers into ordering iced tea? 
A. The answer to this one is simplicity of service. Serve 
it in a tall, ice-filled glass, 12-ounces or larger, with a bright 
wedge of lemon. The cool picture that such a glass of tea 


presents can do more for sales than a thousand words 


Provide promotion materials 
to know that he 


should 


The wants his clientele 
serves a quality glass of iced tea. Tea 
be prepared to provide “'ticklers’ for the customer's palate 
Most packers 
supply a variety of colorful point-of-sale signs—back bar 


“iced tea glasses.” 


restaurateur 
salesmen 


in the form of striking promotion materials 


strips, menu clip-ons and back bar 


Sell the ‘iced tea break” 


There is no reason why iced tea should be boosted as a 
mealtime drink only. It makes an excellent pick-me-up, and 
for that reason, could easily be promoted for between-meals. 

Recommend that the restaurateur run a special during the 
between-meal slack hours—iced tea with a bun, with assorted 
tea sandwiches, and so on. You may be offering the operator 


a device to boost off-hours business, and do yourself a favor. 


Make the waiter your ally 


One final, most important point that the tea salesman 
to the restaurant trade must keep in mind is that so long 
as a glass of tea is not recommended by service personnel, 
iced tea, in the fullest sense, is not really available in the 
eating-out establishment. Waiter, and counter 
man—their attitude is frequently the deciding factor in 
whether or not the customer orders iced tea. 

Familiarize service personnel with the refreshing and 
cooling qualities of iced tea, and you are well on the road 
toward moving the product out of merchandising “‘labora- 
tory’ discussion stage, and onto the counters and tables of 


waitress 


restaurants. 


The Flavor Field 
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“What we tell our salesmen about iced tea’ 





By R. L. LARSEN, General Sales Manager 
Salada Tea Co., Inc. 


Iced tea as a hot weather beverage has done as much 
as anything else to introduce tea to a great many Americans. 
In the supermarket or restaurant, tea is a year-round item, but 


millions of American's have yet to accept it as their 
bev ¢C rage 
The fact that 


helped to start the 


iced tea has 
tea habit 
with a good many persons 1s 
one strong reason why Wwe 
have trained our salesmen to 
sell, promote and merchandise 
iced tea to the hilt. 

In presenting the tea story 
to the supermarket operator, 
our salesman follows some 
positive precepts: 

1. Don't be just an order- 
taker. 

2. Give the customer the 
PROFIT story on iced tea. 

3. Be a source of new ideas thet will help the customer 
sell more tea—and make money for him. 

4. Give the customer the facts about iced tea—don’t talk 
in generalities. 

5. Give the customer good service 

Throughout the sale presentation, our men try to bear 
in mind that the operator has one major concern: to mer- 
chandise and sell at a profit. He is in a business that 
operate on 16.5% to 18.5% gross profit. Yet, two-thirds 
of the 5,000-odd items he stocks yield less than 16.5% 
profit. 

An overhead-cost-conscious operator must merchandise all 
of his goods to the end that he makes profit “with” or “‘on”’ 
an item. 


“with” and “on” items 


The “with” items are characterized by their high-traffic 
power. They are demand items, and at the same time, 
highly competitive items. Items that profit is made “on,” 
are higher gross profit products. They are sold on sight and 
impulse. These are the items that must be well displayed 
and merchandised. Volume and profit here are of vital 
interest to the supermarket operator, and salesmen must be 
prepared to present the ICED TEA PROFIT AND 
VOLUME STORY simply and intelligently. 

Let us take the volume side of the story first. Salesmen 
should be prepared to speak to buyers on the basis of what 
iced tea can mean in terms of volume of sales as against 
floor space. In talking up this volume angle, they have a 
convincing argument in these pertinent statistics. 
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Tea sales will show 31% more gross volume per square 
foot of floor space than canned vegetables, AND: 

24% 

60% 

16% more than cereals 
than soft drinks 


than beer and wine 


more than canned fruits 


more than baby foods 


0% WLOVE 


243% more 

In the present-day battle for shelf space, when a sales 
man is selling tea, every other grocery item in the store is 
competition. He must convince his buyer that the GROSS- 
VOLUME-PER-SQUARE-FOOT STORY on tea compared 
with other items certainly deserves his attention 

Iced tea also has an excellent PROFIT story. 
It is light in weight. 


Tea is an 
item the operator makes a profit “on.” 
By comparison, soft drinks are low gross volume items. 
Heavy in weight, they bring with them the problem of 
handling returned empties. Gross profit on soft drinks 
does not compensate for the tonnage and labor involved. 


and 24% more gross profit 
Tea will show the supermarket operator 24% more 
gross profit per square foot of floor space than soft drinks, 
AND 

5% more profit than canned vegetables 

12Y,% more than canned fruit. 

170% more than baby foods 

90% more than cereals 

116% more than beer and wine. 

This kind of information on gross volume and gross pro- 
fit per square foot of floor space provides salesmen with 
potent ammunition in selling the supermarket operator. 

Another point that fits effectively into a sales presentation 
“tie-in’’ sales. Here again the story is im- 
pressive. If a supermarket operator were to devote all of 
his end displays to high-traffic items such as baby food, 
cereals and soaps he would do a considerable volume of 
But he would very shortly be hanging out the 


on tea is 


business, 
auction sign. 

The operator must seek balanced selling, combining fast- 
moving, low gross profit items and high gross profit 
IMPULSE items in an equalized arrangement. 

Tea fits beautifully into the tie-in picture, While it ts a 
high-gross-profit item, it ties in with both high gross profit 
and low gross profit demand products. Here are a few 
examples: 

Tea n’ Sugar 

Tea n’ Lemon 

Tea n’ Cookies 

Tea n’ Cake 

Tea n’ Tuna. 

(Continued on page 35) 
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Sunkist has been advertising tea 
with lemon for over 40 years. 
Nowadays 57.5% of the iced tea 
and 27.7% of the hot tea consumed 
in this country is taken with 
lemon. Intensive promotion by 


SS 7 


HOT or 
ICED... 
TEA SELLS 

BETTER 





WITH 


FRESH 
LEMONS! 


Sunkist and the Tea Council is 
steadily raising these percentages. 

Tea and lemons sell best when 
displayed together. The grocer 
makes more profit on the com- 
bined sale than he makes on either 


item alone—so he’s friendly toward 
a joint promotion. 

You’ll get more feature displays 
when you tie in with the Sunkist- 
Tea Council campaigns and let 
lemons help you sell more tea! 


Sunkist 


FRESH LEMONS 





Tea’s 1957 Midyear Meeting — Restaurant Market 


iced tea’s public feeding market 





cae 





What ideas do restaurateurs have on iced tea? Here’s what they say 


— from fountain operators to executives of plush establishments 


How does the restaurateur feel about iced tea? Does 
he like it, dislike it, or is he indifferent? How does he 
promote it or doesn't he bother? What are his prepara- 
tion and service problems, and how has he licked them? 
Would he welcome the automatic teamaker or disregard 
it as an unnecessary piece of equipment? 

In short, does the operator of the outside-the-home 
eating establishment consider iced tea an up-escalating 
food item? 

To find out if the tea industry’s national merchandising 
approach was hitting the restaurant account where he lived, 
so to speak, CoFFEE & TEA INDUSTRIES selected a cross- 
section of leading restaurateurs, on all levels. We put these 
questions to them frankly. 

Some of the answers we came up with cast interesting 
highlights—and shadows—on every phase of selling iced 
tea to the restaurant field 

Here, then, is a composite picture of how the restaura- 
teur from fountain-type operation to “Grand Hotel” 
views iced tea, and how he handles it. 


H. L. Green Stores 
Iced tea in the H. L 


months of strong promotional activities, according to H. C. 


Green Stores enjoys practically six 


Goss, assistant sales promotion manager. 

“Although we sell iced tea all year ’round and it is listed 
on our regular menu along with other beverages, iced tea 
really comes into its own with the beginning of warm 
weather: April in the South, and May in the North. From 
the April-May period right through September, iced tea is a 
real big seller. 

“Our 104 restaurant units, located in 31 states throughout 
the United States, start promoting iced tea in the April-May 
period, bringing their efforts to a peak for the July-August 
‘hot weather’ period, and easing back to the fall promotional 
season. 

“Of course, if hot weather ‘jumps the gun’ in June or 
May, or continues into September or October, our strong 
promotional effort is extended into these months.” 

For this period, strong emphasis is put on iced tea in the 
restaurant windows, back-bar and ledge displays. Iced tea 
is featured on the summer “‘salad and cold plate” menu. 

During the peak-July-August period, the stores trim full 
windows, Two types of windows can be trimmed to pro- 
mote iced tea: the “one-item” or solid window, featuring 
only iced tea, and the tie-in type window featuring iced tea 
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with special dishes, platters and sandwiches. This type of 
tie-in promotion naturally brings a higher check with the 
multiple sales. 

During this peak selling period, the stores are supplied 
with large 32-inch replicas of a glass of iced tea, back-bar 
and window streamers, menu tip-ons, and feature signs. 

Restaurant managers receive a brochure fully illustrating 
all material, plus several pages of photographs showing 
some suggested windows which make use of the displays. 
Several follow-up bulletins are sent out as a reminder to 
give the promotin a ‘‘shot in the arm.” Fountain superin- 
tendents are instructed to check their stores, following up 
these bulletins. 

“However,” Mr. 
don't need much of a push. 
volume is enough incentive to make them go all out to 
He feels that any restaurant 


Goss, “our restaurant 


The good profit plus the big 


Says managers 


get ‘maximum’ iced tea sales.’ 
manager who does not promote iced tea strongly is missing 
an excellent item. 

During the past several years, H. L. 
an increase in the demand for iced tea, and they feel that 


Green has noticed 


this trend will continue. 

Mr. Goss doubts, incidentally, that he could do the out- 
standing job on iced tea without ‘the wonderful cooperation 
of the Tea Council, which every year supplies us with ex- 
cellent point-of-sale display material.’ 


Roger Smith Hotels 


John G. Sinclair, vice president in charge of food for this 
medium-sized chain, made an unusual comment about iced 
tea. From his experience with the chain's ten hotels and 
one luncheonette type of operation, Mr. Sinclair felt that 
the scales of public taste seem to be tilted more toward 
Mr. Sinclair likes to 
give the consumer what he wants. So even though the 
food cost of iced tea is so much less than that of other 
drinks, Mr. Sinclair concentrates on the others. He may 
make Jess money on his beverages but he supplies what he 
thinks his customers want. 

Aside from occasional flyers posted on mirrors and a 
menu listing (no tip-ons), the Roger Smith hotels do not 
“push” iced tea. 

In their “Coffee Express,” a luncheonette in New York 
City, Mr. Sinclair does use the Tea Council's promotion ma- 
terial. This would seem to indicate that while the back bar 
strips and other displays are suitable for luncheonettes, they 
don’t fit into the high-priced table service restaurants. 


malted milks and ice cream sodas. 
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Horn & Hardart Automat Cafeterias 


From this famous leader in 
nothing but a positive reaction. 
“The sale of iced tea has been increasing,” W. J. 
Curtis, vice president, reports, ‘‘and our customers are 


iced tea service we got 


very pleased with the item.” 

Mr. Curtis makes a special point of mentioning that in 
the Automats, ‘when the tea is delivered by the machine, 
the glass is fi/led to the brim.’ No half-glasses of iced tea 
here 

Horn & Hardart uses signs and display material that 
are made specially for them, plus large and colorful truck- 


size window signs. 


McCrory Stores 


E. W. Brown, restaurant division supervisor with this 
national chain of variety stores, happily reports that as far 
as his outfit was concerned, ‘We are selling more and more 
iced tea year after year.” 

Mr. Brown finds the Tea Council's promotion material 
colorful and “really outstanding.” 

Although McCrory’s does its big pushing of iced tea with 
menu tip-ons, table tents, etc., during the season, it keeps 
the beverage on the menu all year ‘round. Many of their 
stores are in the South, Mr. Brown explains. 

The majority of the McCrory stores are the counter-foun- 


tain type, 


The Waldorf-Astoria Hotel 


“I can't understand why the tea industry doesn't build 
up iced tea and rum. It’s a delicious combination,” com- 
ments the famous Mr. Philippe, vice president of this plush 
hostelry. “Look what rum did for coca-cola.” 

Mr. Philippe’s suggestion is the kind of unique idea you 
might expect from the manager of one of the fanciest tea 
services around. 
varieties of tea are served on the Terrace Court, 


Some 2 


How one restaurant used a window clock, together with Tea Council 
point-of-sale pieces and iced tea glasses, for effective promotion 
of the beverage. This is an H. L. Green store in Philadelphia. 
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afternoon tea here having become as much of a tradition 
as cocktail hours are elsewhere. 

It is no surprise that the Waldorf is not interested in auto- 
matic teamakers, speed-up systems, and the like. “Speed in 
preparation and service,’ says Mr. Philippe, ‘take some of 
the romance out of tea.’ At the Waldorf, tea service is 
elegant and traditional, down to the last detail. 

“We believe that we have a fastidious and discriminating 
clientele and we are most felicitous in trying to give them 
what they want. If they want iced tea, we give them the 
best glass of tea we possibly can.” 


Schrafft’s 


The 51-store Schrafft chain “probably sells more tea in 
relation to other drinks than any other restaurant 
organization in the country,’ says Rowland Howell, purchas- 
ing agent. Schrafft's volume runs to 10,000,000 cups a 
year. However, they use enough tea to make about 12,000,- 
000 cups a year in an ordinary restaurant operation. There- 
in lies one of the secrets of Schrafft’s leadership. They use 


does 


a strong formula. 

“If you are going to sell tea,’ Mr. Howell feels, “make 
it properly.” Schrafft's has had its own tea service formula 
carefully worked out and basically unchanged for well over 
three decades. 

Although Mr, Howell thinks the Tea Council has done 
a ‘marvelous’ job in its promotion of iced tea, he doesn’t 
think the “grocery-type’’ strips are of value in his kind of 
operation. Schrafft’s does not promote iced tea in particu- 
lar, but tea in general. This they accomplish with their 
own banners, table tents and advertising on their 125,000 
daily menus. 

Afternoon tea is Schrafft’s big between-meals promotion. 
From 3 p.m. to 5 p.m. daily, the regular menu is replaced 
by a ‘Schrafft’s Afternoon Tea” menu which lists about 
25 snack items, including ‘‘assorted tea sandwiches.” Mr 
Howell characterizes the afternoon tea promotion as a good 
way “to make a dollar” during the slack periods. 

Schrafft’s recognizes that personnel is a prime factor in 
the service of high quality tea. Their beverage people are 
meticulously trained in the preparation of iced tea, a 
standardized process in all the stores. Periodically, man- 
agers “spot check” the preparation and service. 

Note: Afternoon tea is not exclusively a “Schrafftstan™ 
tradition. This effective promotion has spread to other 
types of restaurants. In Buffalo, N. Y. a combination bakery- 
fountain, for example, has set aside a three-hour “Tea Time” 
every day. Customers shopping the baked goods section 
are urged to adjoin to the nearby tables, and relax over some 
lea. 


United Cigar-Whelan 


From Joseph Caballero, director of food operations for 
the United Cigar-Whelan Corp.'s 150-store national chain, 
came the comment again that “iced tea is very definitely 
growing.” 

Why? Mr. 
made right.” 

His stores make tea double strength, fresh and early 
enough every morning so that by the time they serve, the 
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Caballero “It’s highly profitable if 


Says, 





tea has cooled. They use iced tea dispensers, serve the 
beverage in 12-ounce glasses. 

About two years ago this chain tried out a pushbutton 
dispenser, in which you combined ready-made tea with 
The results were disappointing—bad clouding. Mr 


an automatic teamaker helpful, if 


water, 


Caballero would find 
proved itself first, 
During the season, Mr. Caballero supplements the ma- 
terial he gets from the Tea Council with his own point-of- 
to offer 


sale posters. A favorite device of this chain is 


specials,’ combining iced tea with salads, cold plates and 
sandwiches, favorite hot weather meals. On the counters, 
display cards in frames advertise these specials. 

Mr. Caballero has worked out an additional refinement on 
He will take an item that or 
dinarily runs for 50¢ and combine it with iced tea, at 
10¢ 


gets a bargain, he sells more of a higher priced item, and 


his iced tea merchandising 


Then he reduces the total cost to 55¢. The customer 


more iced tea gets sold. 


Bickford’s 


in this 46-unit, lower-price operation, iced 


Here 


tea is regarded as 


again, 
“one of the best cold drinks during the 
season : 
Joseph A 
that 


Stefanowicz, merchandising manager, reports 


however whenever the human element ts involved, 


We have found that by proper training 


our employees, we can solve almost all 


problems do arise 
and checking of 
problems 

Here are é r¢ do and 


don'ts given 


CONTENTS 
190 YEARS 


or KNOW-HOW 


Siete eel 


employees concerning the preparation and service of iced 
tea. 


Do: 
Use crock or stainless steel pot. 
Use bubbling, boiling water. 
Remove bag after 15 minutes of steeping. 
Allow 


Serve in large, clean glass with ice. 


(1) 
(2) 
(3) 
(4) 
(5) 


to cool. 


DON'T 
(1) Use aluminum pots or containers. 
(2) 
(3) 


Use hot tap water. 
Try to get more tea by using more than the 


scribed amonut of water. 


(4) 
O) 
(0) 
(7) Mix old tea with fresh tea. 


Steep longer than 15 minutes 
Refrigerate. 
Serve hot tea over ice. 


Mr. Stefano- 


a definite need for an 


Bickford’s now uses the two-ounce formula. 
wicz believes, however, that there is 
improved brewing method. 

Time is a very important factor in restaurants, and any 
improved preparation is in constant demand,” he says, For 
this reason, this company is seriously considering accepting 
the new 1-2-3 method. 

Although this merchandising manager feels that the tea 
industry and the Tea Council supply him with all the litera- 
ture and posters Bickford’s needs to do a “good selling job, 
he would like to see more pre-season advertising to help 
bolster sales 


(Cont 


that has made 
Dexter the largest 
supplier 

in the world 


of fine quality 


long fibered, porous papers 


for tea bags 


and coffee filters. 


DEXSTAR 
SPECIALTY PAPERS 


C. H. Dexter & Sons, Inc. 
Windsor Locks, Connecticut 
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1—2—3 ... for more iced tea 





A recent nationwide survey revealed that on a typical 
summer day, one-third of all beverages sipped, savored and 


otherwise downed by a thirsty American public was iced tea. 


Another fact garnered from the study of average costs is 
that iced tea, sold at only 10¢ a glass, yields a gross profit 
of 81 C¢ 


on each and every glass. 


Together, these facts form a happy statistic for the tea 
industry. Between them, they provide the reason and reward 
for an industry-wide effort to make it possible for restaurant 
institutional people to slake this profitable thirst—easily 
The solution, brand-new and fully tested, is now ready to 
Known as the 1-2- 


was derived from the cooperative activities of the Brewing 


be announced, 3 brewing method, it 
and Restaurant Merchandising Committees of the Tea As 
sociation, the Tea Council and other interested trade organi 
zations, 

One equals quarts of boiling water. Two is for ounces 


of tea. Three stands for quarts of cold tap water. 


To make one gallon of finished product you pour ove 
quart of boiling water over fwo ounces of tea, and pour the 
concentrate into three quarts of cold tap water. Simple? 
As 1-2-3! 

Furthermore, to prepare avy quantity of iced tea, you 
merely multiply the one, two and three ingredients by the 
number of gallons desired. 

For example, suppose the beverage man needs 5 gallons 
All he does is multily by 5. He boils up 
5 quarts of water, pours this over 10 ounces of tea, and 


The 


of iced tea. 


adds the combination to 75 quarts of cold tap water. 
yield will be 5 gallons, or 100 servings of iced tea 

Because the fluid measurements in the formula have been 
reduced to basic units, quarts and gallons instead of frac- 
tions, the preparation of iced tea for public feeding becomes 
simplicity itself. One gallon or one hundred—the method 
remains the same. 

So far, we have discussed only the ‘‘recipe”’ part of the 
new method. The brewing procedure is carried out as it 
was under the old two-ounce formula. 
be poured over the tea, steeped about six minutes, and 


stirred. Then you remove the tea bags and pour the mixture 


Boiling water should 


into the cold tap water. 

Here, reduced to its simplest terms, is a formula that 
practically guarantees a restaurateur and his beverage- prepar- 
ation man perfect iced tea every time, no matter how large 
or small a quantity he prepares, What is more, the flavor, 
color and quality of the glass of tea served to the customer 
is the same in each serving. 

Wherever it has been tried out (and the 1-2-3 method has 
been field tested in all kinds of eating establishments ) 
1-2-3” has been huzzas. The 
process is expected to “steam-rollerize’’ the promotion of 


received with enthusiastic 


iced tea in the restaurant-institutional field this year. 


APREE.. 'PS7 


''|.2-3-"" iced tea ammunition for restaurant accounts. The salesman's 
brochure, the recipe card and the easy-to-operate iced tea dial. 


Why? Because the 1-2-3 method offers many advantages 
to restaurateur and industry man alike 

The restaurateur benefits from the 1-2-3 method both in 
the preparation and service of iced tea. Take the matter of 
the boiling water. With the old method, if the restaurateur 
wanted a gallon of iced tea, he had to boil up a gallon of 
water, As everyone realizes, the larger the quantity of 
boiling water you have to handle in a busy kitchen, the 
greater are the physical hazards 

Under the 1-2-3 system, the restaurateur boils only one- 
fourth of the amount water required. This 
and he can reasonably expect 


means, of 
course, less cost, Icss labor 
to have less accidents as the result of having less hot water 
around. 

Previously, after the restaurateur boiled up his gallon of 
water, he had two choices, neither of them very satisfactory. 
He could either let the gallon of tea ‘sit’ around in some 
spot where no foreign matter or flavors could affect it, until 
the tea cooled sufficiently to be served. (In a restaurant 
kitchen, finding such a location is a neat trick.) Or, if the 
press of business was such, he could dump a lot of ice cubes 
into the hot beverage to cool it—and incidentally, water 
down the drink beyond recognition as tea 
that way. 

Now, if he uses the 1-2-3 method, he gets tea at room 
temperature immediately. The long cooling process is 
All he has to do is add a couple of ice cubes, 
No more wasting of ice, no 


and serve it 


eliminated. 
and the tea is ready to go. 
dilution of flavor and quality. 
What the 1-2-3 method can mean to a 
those days when he just can't seem to keep enough iced 
(Continued on page 76) 


restaurateur on 


33 





Tea’s 1957 Midyear Meeting — Restaurant Market 


— it’s ready! 


the Teamaker 





By LYLE M. WILLIAMS, Eastern Saies Manager 
Kitchen Equipment Department 
Food Phe i and Chemical Corp. 


Marketing studies of tea sales conducted by Elmo Roper 
revealed that people drank only half as much tea when 
“eating out’ as they drank at home. 

The reason was the inability in most cases of the food 
service operator to match the homemade product for lack 
of adequate tea-brewing 
equipment. 

At the 1953 
of the Tea Association, a 
panel of leaders in the out- 
of-home eating field urged 
the tea industry to develop 
equipment which would 
make the preparation and 
service of both iced and hot 


convention 


tea simple, easy and fool- 
proof. 

Shortly after, the Tea 
Council, with the full con- 
Association, 
Association to 


a grant to the 
such a 


made 
develop 


currence of the Tea 
National Restaurant 
machine. 

To oversee this program, NRA set up a special com- 
mittee consisting of the following important restaurant 
leaders: 

William O. Wheeler. Chairman (Wheeler's Restaurants, 
Indianapolis). 

Douglas Boyle (Robert E. 
RS om Vi 

Andrew Crotty (Crotty Brothers, Boston). 

John S. Daniels (Hot Shoppes, Washington, Te OO 

Watson Rulon (Hogate’s, Washington, D. C.). 

Joseph Schensul (Schensul’s Cafeteria, Kalamazoo). 

William (Greenfield Mills Cafeteria, Co- 
lumbus) 

Milton Smith (Slater System, Philadelphia) 

And, of course, representatives of the Tea Council. 

Through the wide industry experience of these men 
and the Tea Council representatives, the basic require- 
ments of a teamaking machine were developed. In brief, 
there were eight basic requirements. 

1. Provide both hot and iced tea—of excellent quality. 

2. Have a capacity of 200 cups per hour. 

3. Be completely automatic, when charged with the 


Lee Hotel. Winston-Salem. 


Schumaker 


correct amount of loose tea. 
5. Have 
6. Take up a minimum of counter space. 

7. “Sell” tea by its appearance and position 

8. Sell for a price attractive to the restaurant field 


a fast recovery 


COFFEE 
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1954—year of experimentation 


With such specifications established, it was then neces- 
sary to find and commission a research and development 
organization which had both the facilities, technical 
know-how and manpower to proceed with this assign- 
ment. Consideration of several companies finally led to 
the selection of the Battelle Memorial Institute, Columbus, 
Ohio. 

The basic question of the entire developmental program 
was what brewing process should be incorporated into a 
teamaking device. After thorough testing in coopera- 
tion with four tea experts, it was decided that a concen- 
trate process should be employed. The concentrate 1s 
made by infusing the tea leaves with a small amount of 
boiling water. Then when tea is dispensed, the fresh 
concentrate is diluted with the right amount of water 
to yield the finished product. This process proved to 
make excellent hot and After 
brewing process question, four months of extensive de- 


iced tea. anwering the 


sign, trials and tests ensued 


1955—experimental machine is built 


In January, 1955, an experimental model was hand built 
by Battelle and demonstrated to the Tea Equipment De- 


(Continued on page 76) 


This is it—the produc- 
tion model of the 
FMC Teamaker—the 
first piece of equip- 
ment to make and 
serve tea automatical- 
ly. It has a capacity 
of 200 cups an hour, 
makes its own hot 
water, and provides 
both hot and iced tea 
of consistent, excel- 
len? quality. 
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“what we fell our salesmen about iced tea” 


(Continued from page 28 
& 





As a matter of fact, Tea is a “go-with” product, 
with just about everything. 

Retailers are interested in making displays, particularly 
if they are designed to sell two or more related items. 
Suggest to the retailer trafhic-stopping mass displays, with 
a tie-in of YOUR brand of tea, plus the tie-ins mentioned 
earlier, and he is bound to listen. 

Our salesmen are cognizant of the fact that labor is an 


it goes 


expensive part of a supermarket operator's overhead. In 
view of this, the wise operator is invariably interested in 
the cooperation and help a salesman has to offer. 

For this reason, every salesman should be a tea merchan- 
dising expert, capable of offering sound merchandising ad- 
vice on the location and arrangement of a tea department. 
He should also offer his services in setting up the tea de- 
partment, allocating shelf space to package tea and tea bags 
on the basis of demand, When necessary, he should offer 
to stock the shelves, too. 

These services are of real value to the supermarket opera- 
tor and will result in increased iced tea profits. 

Just as our salesmen are trained to sell and merchandise 
tea in the supermarket, our /stitutional salesmen are trained 
in the special approaches that will aid him in selling and 
guiding the restaurateur to additional profits through the 
increased sale of iced tea. 


Our men point out that iced tea is the most profitable 
beverage that can be served, and that the way to increase iced 


We 


tea sales substantially is to serve really good iced tea. 











’ formula for making 


encourage the adoption of the ‘1-2-3’ 
Our sales- 


iced tea that will appeal to restaurant patrons. 
men point out how simply iced tea can be made with the 
formula: 

One (1) quart of boiling water poured over . . 

Two (2) ounces of tea and steeped six minutes, when the 
tea is removed and 

Three (3) quarts of cold tap water are added to the brew 

The resulting glass of iced tea, they inform the restaura- 
teur, will appeal to his patrons, and will appeal to A/m, since 
the easy multiplication of the 1-2-3 factors will facilitate 
the work of the beverage preparation personnel and assur¢ 
him at all times of constant quality and quantity control 

The salesman has many attractive advertising pieces avail- 
able to help merchandise iced tea in restaurants—menu clip- 
ons, stickers, table tents, and back-bar strips. 
minder advertising of this type has shown these to be power- 


Colorful re- 


ful sales stimulants. 

In the supermarket or restaurant, salesmen must realize 
that the day of the ‘“order-taker’”’ is over. Successful sales- 
man today SERVE as well as SELL. 


Surcharge on tea freight from Ceylon 

A correction in its report on freight rates from Ceylon 
has been noted in the Trade Relations Bulletin issued by 
the Tea Association's Trade Relations Committee (see: 
“Ocean freight rates on tea,” March, 1957, COFFEE & TEA 
INDUSTRIES, Page 73.) 

The surcharge of 15% on tea freight from Ceylon 
to the United States East Coast is not being dropped. The 
surcharge continues on the rate in effect after February 
14th of $38.75 per ton of 40 cubic feet. 





SHARPLY R-E-D-U-C-E-D 


PACKAGING CHARGES ON ICED TEA BAGS 


We are sharply reducing our charges for 


| and 2 ounce (strengthened four times) 
Iced Tea Bags because of improved and 
more economical methods of production. 


Member: 





Write, wire or phone for samples and prices. 


Ca Pea Company GREENWICH ST., NEW YORK 13, N. Y. oe Digby 9-0748 


WE PACK YOUR TEA UNDER YOUR BRAND 
Tea Association of the U.S. A 





// HE COMPLETE TEA BAG PACKING SERVICE" 


























tie-in for tea volume 





Selling the food outlet. of course, is only one portion of 
the packer’s job. The restaurant-institutional field offers real 
opportunities also, and our merchandising program this year 


doesn't neglect this large market for tea. 


[he restaurant division of the Merchandising Committee, 
working with the Tea Council staff, approved a two part 
program for this field 


The two parts are (1) preparation 


tron 
IOLIOT), 


the preparation side, for the first time a simplified 


method for preparing iced tea, one that guar 


t + 


pertect glass of tea every time the restaurateut 


p a batch, has been developed. This is the 1-2-3 
method for iced tea 
Although 
pr paration 
The 


testing 


quick 


| 
was nothing 


and method of iced 
1-2 
nethod came into being only after months of 


Tea Asso 


1-2-3 iS a Casy 
there 3 about its develop 


and with the endorsement of the 


1's Brewing Committee 


The second half of the program offered to packers who 


rvice the restaurant field is promotion, What is the point 
restaurateur in 


ting the the art of preparing tea 


with appeals 


if he isn't going to back his product 


customer to try his full-flavored iced tea? 


This year a full variety of iced tea promotion material is 
wailable to all packers. On hand again is the jumbo, 32-inch 


utout glass of iced tea, 


cut back bar glass and a two-color back bar streamer 


full-color menu tip-ons, a four-color 


On the average, restaurateurs gross a profit of 859 on 
every glass of iced tea sold for 10¢, If that’s not an in- 
centive for the restaurateur to put up this promotion material 
and keep it up, where it can be seen by his customers every 
day, then I don’t know what is. 

That's the brief story of the industry merchandising plans 
for this summer. Many of the pieces mentioned are illus- 
trated with this article 

The industry merchandising campaign is only as good, 


however, as the support it receives from tea salesmen 


And that is up to all of us 
Tea consumption gains in Pakistan 
| Pakistan Tea Board, 


has disclosed that tea consumption has gone up gradually 


A. Ispahani, chairman of the 


and now is about 4,000,000 Ibs. annually 
Mr. Ispahani said Pakistan could not afford to lose its 


tea markets in the foreign countries, as tea earned for 


the country approximately £15,000,000 every year. 


He said the Tea Board has urged the government 


step up production of tea, which has remained at 


pre-independence level He also complained of 


higher prices of Pakistani tea in world markets. it 


reported 


Tea too weak, miners strike 


Five hundred miners in Chesterfield, England, went on 


strike recently because their tea was too weak. The men 


said the mine company had ordered the canteen managet 


to use fewer leaves, then fired the manager when she 


complained that the men didn’t like the resulting brew 
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the year ‘round 


selling iced tea 





How this beverage improves the overall cost picture 


of food service operations in institutions 


By LEO J. COUGHLIN, Director of Standards 


Slater Food Service Management 


When the thermometer hits 70°, it’s time to serve iced 
tea” Up until three years ago this was an annual communt- 
cation from Slater Food Service Management, Philadelphia, 
to all its food service managers. Today the story is different. 
Iced tea has become a year-round seller at all Slater opera- 
tions in its 26-state area of service. 

It's true the biggest sale still occurs during the hot-weather 
months, but iced tea has now become accepted as an every- 
day beverage. And it has proved to be a profitable beverage 
to serve 

Not only is iced tea a low cost item in itself, but since 
most diners select a beverage of one type or another with 
their meals, every glass of iced tea sold stops the sale of 
a higher cost beverage. Each sale of iced tea helps to im 
prove the over-all cost picture of the food service operation, 

Slater encourages the sale of iced tea at all its operations, 
including the dining hall type of service for schools and 
colleges. However, the greatest opportunity for iced tea 
promotion has been found in the cafeterias which are oper- 
ated for industry, offices and governmental agencies. Here 
. visual appeal is made to the customer at the point of sale. 

The successful sale of iced tea in the cafeteria depends on 
three factors: controlled preparation, proper serving and 
continuous promotion 

Every Slater manager has been furnished a_ standard 
formula for the brewing of the tea. The tea is made strong 
enough (two ounces of tea to one gallon ot water) to over 
come the effects of weakening by the ice, and the steeping 
period is carefully controlled. The tea is freshly brewed for 
each serving period, but it is made far enough in advance 
to allow it to cool to room temperature before serving. 
When served it 


time precipitation sets in, 


must be clear and sparkling, and if at any 
causing clouding, new tea is 
brewed. 

few 


a problem in only a 


formula 


Precipitation has presented 
Because the tea is brewed to standard 
and all other factors are the the Slater Standards 
Department has come to the conclusion that the type of 
water in the particular locality is responsible for the pre- 


localities. 
same, 


cipitation. Further studies along this line are being made 
at the present time. 

Two methods are used in serving the tea. In both the 
customers serve themselves. If space permits, cracked ice, 
a tray of glasses, a dispenser of tea and a bowl of lemon 
wedges are neatly arranged on the cafeteria counter. The 
customer fills his own glass with ice, then draws the tea 


from the dispenser, This is the preferred method. 


APRIL Sa? 


This display of the Tea Council cut-out, cracked iced, tea dispenser 
and lemon wedges is an impelling invitation to cafeteria diners 
to “have iced tea today .. .", the Slater System says. 


However, due to lack of counter space, it is sometimes 
necessary to place the dispenser on the back bar, out of reach 
of the customer. In such instances, the counter attendant 
fills the glasses two-thirds full of tea and sets a tray of the 
filled glasses on the counter along with the cracked ice and 
lemon wedges. Such an arrangement is equally inviting to 
the customers, They add the ice to the tea as they come 
through the cafeteria line. The glasses used for iced tea 
are always 10 ounces or 12 ounces. A smaller glass of tea 


will not sell, regardless of the price. % 

The final step in achieving the successful sale of iced tea 
in the cafeteria is the promotion. Slater has found that 
the promotional material furnished by the Tea Council of 
the United States is excellent, and uses it the’ year ‘round. 
A single outstanding piece of promotional material, such as 
the cut-out shown in the accompanying illustration, does the 
trick. Without the use of such a merchandising aid the sale 
of iced tea has been found to suffer. 

In addition to promoting iced tea to its customers, Slater 
also promotes iced tea to its managers. In the Slater Weekly 


(Continued on page 76) 
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iced tea's "most powerful drive" 


(Continued from page 14) 





radio provides a bonus in the form of out-of-home listening. 
On the average, this is estimated to be an additional 25% 
of the listening audience. 

The basic markets will 
per week which, it is estimated, will generate a level of 
200 GRP (gross rating point) per week. The schedule is 
a ten-week period, from June 3rd through 


receive an average of 116 spots 


to run for 


August 11th. 

The supplementary markets will receive an average of 
65 spots per week which, it is estimated, will generate a 
level of 150 GRP per week. This schedule is to run for a 
13 week period, from May 20th through August 18th 

The supplementary markets will receive 13 weeks of ad- 
vertising to accommodate the length of the iced tea season 


Consequently, the weekly level of effort has 
For the 


in this area 
been reduced to accomodate this longer schedule 
total campaign, however, both market groups will receive 
approximately the same number of gross rating points 


1957 copy strategy 
Every iced tea commercial will have one or both of the 
following aims: 
1. Te remind women to make iced tea for dinner tonight. 
2. To persuade the family to ask for iced tea more often 


In addition to the objectives, there are two other key 
factors which we believe should be taken into account: 


A. The product personality. We know from various 
consumer studies that iced tea has a well-defined and posi- 
tive character. It is considered to be a cooling, refreshing, 
thirst-quenching, relaxing, sociable drink which goes very 
well with food. 

It appeals to all five senses. 
“the benign face of summer.” 
A pleasure to dawdle over, to en- 


It is uniquely attuned to 


summer Most important, 


iced tea is a pleasure. 
joy at leisure. 
Obviously, this personality is a most valuable asset to the 
tea industry, a powerful selling force which should be 
Every iced tea advertisement—what 


preserved at all costs. 
should be in character with 


ever the immediate objective 
this image and should reinforce it. 

B. Basic theme. In order to achieve the high frequency 
recommended for the 1957 iced tea campaign, it will be 
necessary to buy spots of many different lengths, in widely 
varied programming 

The effectiveness of this kind of campaign can be in- 
creased through the use of a dominant, basic theme which 
can be carried through all advertisements, capitalizing on the 
high frequency to build identification, 

This theme can be provided by words, music or a com- 
bination of both. However accomplished, the use of a con- 
sistant, memorable theme is considered desirable for the iced 
tea campaign: 

l. "Why don't we have wed tea more often?” 
gan proved its power to penetrate during the summer of 
1956. It forms a basic part of the theme for 1957. 

2. “Why don't we have iced tea tonight?” This question 


is a logical extension of last year's iced tea theme, sug- 


This slo- 


action. 


resting 
gesting 
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The combination of these two questions forms the basic 
theme for the 1957 iced tea campaign. 

Music. A distinctive musical tune has been developed 
to accompany the theme. We believe it is highly appropri- 
ate to the product and will, in a very short time, become 
identified with iced tea, This basic musical theme can be 
used in almost any length and type of commercial. 

1. The setting. It is important to present this theme in 
a friendly, entertaining, wholesome way, in keeping with the 
product personality. We feel this can be done by the care- 
ful selection of the voices and musical accompaniment. 

5. Number of recordings. All of the 10, 20, 30 and 
60-second spots will be broadcast from recordings. Since 
the average home will hear the iced tea commercial four 
times a week, and many will hear it much more often, we 
through the use of 
We will have 
one basic 10-second spot and three each of the 20, 30, and 


propose to vary the spoken message, 
several recordings of the longer commercials. 


60-second spots. 
A small number of 7 and 8-second 
their 


6. Live commercials, 
spots will be bought in some markets. Because of 
very short length, we propose to use these spots for time 
and weather announcements, coupled with a reminder to 
make iced tea tonight. These will be ‘live’ announcements. 
All in all we feel the tea industry has the most powerful 


campaign for iced tea in its history. 


more iced tea in 1957 


(Continued from page 12) 





popular than ever in the U.S. Its delicious flavor, 
refreshment and ease of preparation make it a natural 
for all warm-weather occasions. 

The tea industry is noted for the wonderful spirit of 
cooperation that representative com- 
We like to handle big assignments together, and 
our record of past years is one in which we can all take 


exists among its 


panies. 


real pride. 

We undoubtedly face this coming summer the greatest 
challenge in our history. It’s a good bet that competitive 
beverages will be promoted more forcefully than ever be- 
We'll just 
to do the best selling and promotion job of our 
am fully confident 


fore. But to us this means only one thing. 
have 
lives on iced tea. If this is done, I 
that we'll come through with flying colors. 


the growth of “the Midyear” 


(Continued from page 12) 





which will be derived from the use of these extra funds for 
tea promotion during the current year. 

Another proud step is the completion of the new hot 
and iced tea brewing machine. This machine would never 
have been started without the All who have 
had a hand in the years of work which produced this ma- 
chine should take a bow. There are too many to mention, 
but in addition to the Tea Council and its staff, they include 
the Equipment Committee of the National Restaurant As- 
sociation, the Tea Association's Brewing and Restaurant 
Merchandising Committees, Battelle Institute, and the Food 
Machinery Corp., which brought the machine to a successful 


Tea Council. 


completion. 

The proper use and promotion of this machine may 
revolutionize the tea industry of the country. 

Yes, we have much of which to be proud this year. 
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Africa Service 
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New Orleans and 
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New York 
Java Pacific Line, Inc. 
25 Broadway 


San Francisco 
Transpacific Transportation Co. 
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THE QUART-SIZE TEA BAG 


e Fine quality produces repeat sales at 


HIGH 


GROSS! 
Pekoe 


Orange 


STRENGTH 


Each Vy, OZ. bag of 
teas MAKES FULL 
QUART. 


PREMIUM ENCLOSED—lIced 


Sipper Spoon to boost sales! 


Write or Phone 
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Beach & West Sts.. New York 13, N.Y. WAlker 5-1474 








Midyear, 1957: An interim report 
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everyone who comes to the Midyear Meeting will be vitally 
interested in what Mr. Smallwood has to say. As you know, 
he is chairman of the Council. Mr. Smallwood is also chair- 
man of the board of Thomas J. Lipton, Inc, 

Merchandising, advertising, promotion, research, techni- 
cal advances, industry progress—you will have a chance to 
update yourself on all facets this Midyear. 

The expression ‘You can lead a horse to water but you 
can’t make him drink,” could be paraphrased to read 
‘people’ instead, and still make good sense. 

The psychology of thirst—the sociological, ethical, cul- 
tural, maybe even intellectual, factors that make a person 
select one beverage over another, are all—if we but recog- 
nize them—signposts to mapping out a successful approach 
in a sales campaign. Dr. Hans Zeisel, director of research, 
Tea Council of the U.S.A., Inc. will fully discuss ‘The Role 
Research Plays.” 

At last year’s Midyear Meeting, we showed a pre-produc- 
tion prototype of an automatic teamaker for restaurants 
developed by the Food Machinery & Chemical Corp., with 
the cooperation of both the National Restaurant Association 
and the Tea Council. 

Since then, FMC has continued its depth-researching on 
the machine and has made modifications to assure that the 
equipment would do the job for which it is designed 

It's Ready—The Commercial Model Automatic 
Maker,” and under that title Dr Harold L, Link, eastern 
operation manager, Canning Machinery Division of FMC, 


Tea 


will discuss the details of this wonderful machine 


It holds a two-fold promise for the tea industry: (1) 


To revolutionize tea service in outside-the-home eating 


establishments, and, as a result (2) to send tea sales figures 
spiraling upw ards. 
The iced tea season is no further away from us now than 


the first hot day. Dewitt L. Jones, account supervisor of Leo 
Burnett, Inc., will have a detailed review for us on how we 
can meet the season head-on. There is a sharply expanded, 
realigned advertising program this year, one that will strike 
out with greater impact, multiplying markets as it goes along. 

More sales? More promotion and merchandising. You 
can't have one without the other; they are as inextricably 
joined together as a “horse and carriage.’ 

For the up-coming iced tea season, the Tea Council has 
tightly tied in the last loose ends of an extensive merchan- 
dising package, for both the grocery and restaurant-institu- 
tional fields. 

Any grocer, be he the small neighborhood store or the 
supermarket colossus, can find room for an iced tea display 
this year with the Council's practical display bin. It comes 
in two separate sections, can be combined in as many or as 
few units as space permits, and provides an easy, flexible 
weapon in the constant battle for display room, What's 
more, the two-way bin is also a two-way salesman: it plugs 
tea and a related item, Sunkist Jemons. 


Food store ammunition 


The Council provides the tea salesman to the grocery trade 
with additional ammunition for the much-coveted display 
space. 

In the restaurant-institutional field, the Tea Council's big 
barrage this year is the new 1-2-3 brewing method, You 
at the Midyear Meeting, 


a preview of the ‘1-2-3” 


can get 
a month before its formal introduction at the Na 


almost 
tional Restaurant Association's Convention on May 6th at 
the Navy Pier in Chicago 

But we want you to have the first report on the new 
brewing method that is making better tea available in more 
dining-out establishments. The Council's representatives 
have had only a few weeks out in the field, working with 
restaurant people and suppliers. Yet initial returns have 
ready shown a high degree of acceptance. 

Encouragingly enough, not only has industry management 
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been enthusiastic, The tea salesmen, also, have eagerly 
welcomed the unique, yet simple brewing method. 

This is a most significant reaction. For after the last 
colored pin has been stuck into sales progress charts and 
there is time for calm analysis of cause and effect, one fact 
sticks out. In the restaurant field, it is up to the tea salesman, 
and to him alone, to see to it that what is good in his field 
is fully explained and sold to the restaurateur, Without the 
salesman’s active acceptance, a program can wither and fade 
alway 

Enthusiasm for the 1-2-3 method also extends to the 
printed material that the Tea Council has developed to 
bolster The Iced Tea Dial has been particularly well 
received that at 


gives the restaurateur ingredient proportions for 


This is the instruction card a movement 


oF a finger 
] + 15 


and soil proof 


gallons of iced tea. It's a handy little card, stain 
The beverage maker can have it for ready 
reference simply by tacking it down in some central location 
in his kitchen. 

At the Midyear Meeting, a Tea 


aspect of “1-2-3” that 


staff member 


may 


Council 


will explain any you want to 

know more about. 
During the NRA convention, incidentally, the Tea Coun- 
vigorously 


cil will launch “1-2-3” as it should be launched: 


ind by visual, show-them-how-//ey-can-do-it methods. Live 
demonstrators, working out of a 60-foot display booth, will 
assembled miass-feeding 


method of tea 


illustrate step-by-step, how the 


specialists stand to from the 1-2-3 


I 
preparation 


As you can see, Tea’s Midyear Meeting, 1957, has scope. 


gain 


It covers as many areas of interest as there are activities of 
tea. Packer, supplier, importer—there is something of value 
here for everybody. 

More than 400 of us will take this chance to get re- 
acquainted and to find out what lies ahead for the tea in- 
dustry in the busy season already in front of us. Why don't 


# join us, too? 


related-item “extras” 


(Continued from page 18) 





during and after the promotion period. And we benefit, 
because people buy more lemons, 

We are happy to have the Tea Council as a partner, 
and we are especially happy every time an individual tea 
packer joins the lemon-tea partnership, because we know 
he will discover, as others have before him, that fresh 
lemons will help him sell more of his own brand of tea. 
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Dear Sir upon the Tea Council’s formula of one- H. B, Leussing was named chair- 
half ounce to a quart. man of the program committee, assisted 
: I would like to suggest that you con- by Frank T. Waters, Bernard M. O’- 
Letters to the Editor tinue pounding away on the theme that Keefe and Robert A. Lewis, ine. 
you did so well in your editorial, until J. L. McCormick heads up the 
Dear Sit the tea trade recognizes that in the membership committee, which also in 
long run it will be to their advantage cludes Howard F. Hassam and David 
to pack one-half ounce of tea in this Davies. 
new quart-size tea bag. Angus W. McAdam is chairman of 
3ert Hauser the committee on prizes, of which L.S 





I would like to compliment you on 
your very excellent editorial entitled 
“Making the most of the family-size tea 
bag’, in your February issue 

I don’t think you could have 
the situation any clearer. You certainly 
have grasped the thinking of the future 


stated Servit Foods Corp. Godfrey, Jr. and Peter A. Mead are 
New York City also members. 

John F. Halloran chairs the ‘“com- 

mittee for shipboard party”, on which 


veg aagetennic maeeaery oar A New England Tea Trade Club he is working with Robert A. Lewis 


plaud the stand you are taking with 
reference to the packing of the prope names committee members Jr 
weight, namely one-half ounce for the Mr. Halloran said arrangements were 


quart Members of four committees were in the planning stage for a party to be 


held aboard one of the Cunard ships 
during May or June. 

John W. Colpitts, chairman of the 
New England Tea Trade Club, wel- 
comed the members, wives and guests 

George F. Weston, Jr., an authority 
on Boston and its historical back 


Last season Servit packed quart-size announced at the last meeting of the 
tea bags, and we are very pleased that Tea Trade Club of New England, held 
we were the first to package it based at the 99 Club, 99 State Street, Boston. 


ground, spoke on “Boston Common and 
Boston Preferred.” 

Seventeen new members had joined 
the organization since its last meeting, 
and those who were present were in- 
troduced. 


When you shi 
Y P New York Tea Club sees film 


q > | # 8 The Tea Club held its first dinner 
4 meeting of the year at the Antler’s 
dA Restaurant. 


George Mitchell presided at the get- 


APL speed, APL handling saves together, which was attended by about 


80 members and guests, 


time, saves cargoes, saves money The feature of the evening was an 


interesting and colorful film, “Wildlife 


SPECIFY APL~—and see your tea ship- of New Jersey”, presented by George 


Regensburg, of the Audobon Society 
Mr. Regensburg, who narrated the 
film, was also the photographer 
As usual, many of the diners went 
home with interesting door prizes, do- 


ments arrive on time... your invested 
capital go back to work faster! Ship via 
APL’s fleet of modern vessels on three 
major trade routes offering fine facilities 
for fast, safe cargo handling on board : des : 
and ashore! _ by — ons ae i 

° . mong those attending the dinner 
To insure product quality all the way, were Bill Hall, of the Tea Department 
APL makes its holds teapot-clean before ok tira Ce tc Baten 
taking tea aboard, guards this delicate ant an old friend of the. tea trade, 
commodity with expert stowage and “cli- Charles F. (Hutch) Hutchinson, re- 
mate control” through the latest dehu- é tired Supervising U.S. Tea Examiner 
midification systems. yy 
See your Freight Forwarder or Broker a7 : : 
for schedules and bookings... Make the AV Glass, stainless steel iced tea 
“Presidents” part of your distribution ay dispensers available from Sieling 


system today ! ss ¥ 
Iced tea dispensers—glass “‘ollas” as 


well as stainless steel units—are being 


TRANS-PACIFIC bk . % made available for the coming iced tea 


ROUND-THE-WORLD _,: season by the Sielmg Urn Bag Co 
ATLANTIC-STRAITS —i@ = Chicago, Ill. 


The stainless steel dispenser is one 
piece heavy-duty construction, with no 


See Ss, yell or relds to yrevent 
AMERICAN PRESIDENT LINES ea es Te an Saas sii 
General Offices: 311 California Street out, It has a new “health approved” 


San Francisco 4, California pushbutton faucet. 


The iced tea olla is handblown of 
Triple XXX heat resistant glass, and 
is decorated with genuine platinum 
fired into the glass for permanence and 
beauty. 

The olla displays iced tea so at- 
tractively, it is “the greatest sales 
booster iced tea has ever had”, the 
company declares 


INDUSTRIES and The Flavor 

















Tea’s 1957 Midyear Meeting 


The Tea Association's Midyear Meeting is, by now, a 


tradition. 
Not the kind of fixed tradition that gathers moss—re- 
The Midyear Meeting tradition is a live one 
changed from year to year, the better to carry out its basic 


spected but unchanging. 
tested and 


purpose. 
That purpose has two sides: at this midway point, to take 
a look at the broad trends 7” tea and affecting tea; 


against this background to make available strategy and 


and 


tools for promotion in tea’s vital summer season. 

This double-barrelled purpose is being carried to a new 
high in effectiveness at the 1957 Midyear Meeting. 

It is apparent in program, in speakers, even in the smooth 
format carried forward from last year’s session. 

It is also reflected in the unprecedented 33-page ‘‘fact- 
reference’ section on the 1957 Midyear Meeting in this 
issue of COFFEE & TEA INDUSTRIES, formerly The Spice 
Mill. 

Tea men who have helped prepare the section see it as 
invaluable background material—for the Midyear Meeting 
itself and for promotion in the season ahead. 

Broad 
specific promotion tools developed, in many instances, by 


trends are indicated in the section, as well as 
checking food store and public feeding executives in the 
field. 

Here are highlights from some of the articles in the 


Midyear section 
* * * 


“Comparative data now indicate that Americans have 
indeed stepped up their tea drinking over a year ago, and 
the increases in certain parts of the country have been very 
significant 

“I think some of the reasons for this encouraging change 
arc self evident. First of all, consumers have been able to 
The 


displayed two years ago 


buy excellent quality tea at fairly stable prices. 
frustrating gyrations that prices 
have almost entirely disappeared—for good we hope. 
“An additional that 
tea have reflected new life during recent months.” 
Robert B. Smallwood, Chairman, Tea Council of the 


U.S.A dite. 


factor is promotion activities for 


* * * 


“The vice president of a regional chain in California made 
the startling statement that ‘supermarkets don't sell mer- 
chandise’. This, he says, is a job for the food processors, 


manufacturers and advertising agencies. Acceptance for a 
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product must be established before the customer enters a 
store.” 


How to sell more iced tea via food stores. 


“Selling iced tea has become almost a separate sales 


science in itself. It is a comparatively new science, but 
fortunately the ‘laboratory’ techniques are easy to master. 
Armed with the basic facts about iced tea, and what they 
can mean in profits to the grocer and the restaurateur, you, 
the salesman, need no longer keep your fingers crossed and 
pray for hot weather in order to sell your product. Weather 
or no, your sales campaign can be successful.’ 


What your salesmen should know about iced tea 
ok * ok 

“Iced tea—with the ice cubes and the lemon and other 
incidentals—carries the lowest food cost of anything in 
the restaurant business. The restaurateur never sells a glass 
of the profitable beverage for less than 10¢. At this low 
price, his food cost is only 15% of the sale.” 

What your salesmen should know ahout iced tea 


5 


the supermarket oper- 


“In presenting the tea story to 
ator, our salesman follows some positive precepts: 

“1. Don’t be just an order-taker, 

“2. Give the customer the profit story on iced tea. 

"3. Be a source of new ideas that will help the cus- 

tomer sell more tea—and make money for him, 
‘4. Give the customer the facts about iced tea—don’'t 
talk in generalities. 

"5. Give the customer good service.” 

R. L. Larsen, General Sales Manager, Salada Tea Co., Inc. 

* “ 

“Wherever it has been tried out (and the 1-2-3 method 
has been field tested in all kinds of eating establishments) 

-2-3’ The 


process is expected to ‘steam-rollerize’ the promotion of 


has been received with enthusiastic huzzas 
iced tea in the restaurant-institutional field this year.” 
cy A. are for more iced tea 
* * ‘K 
“The Food Machinery and Chemical Corp. is now ready 
to present to the food service industry the first automatic 
TeaMaker—the first piece of equipment that will make and 
serve the popular tea beverage automatically.” 
Lyle M. Williams, Eastern Sales Manager, Kitchen Equip- 
ment Department, Food Machinery and Chemical Corp. 
+ * * 
“Each sale of iced tea helps to improve the over-all cost 
picture of the food operation.” 
Leo ]. Coughlin, Director of Standards, Slater Food Ser- 


vice Management 





the critical conditions 


for quantity coffee brewing 





By W. W. NIVEN, JR., and B. C. SHAW, Midwest Research Institute 


lhe MAleS Ve 


T > 
Coffee Bre WIN Y 


The interest of both the coffee industry and the food 
service industry in the quality of coffee brew is accentu 
ated by the difficulties associated with maintaining unt 
formly high standards. The coffee industry, through 
The Coffee Brewing Institute, is placing emphasis on 
equipment and methods that will improve the quality of 
the “average cup of coftee One aspect of this activity 
is that of acquiring a fuller understanding of all critical 
conditions of brewing that can affect brew quality, and 
of demonstrating the effects on quality brought about 
by changes in these conditions. This 
one hand, examination of each basic process feature of 


brewing and, on the other hand, a mechanical brewing 


requires, on the 


device capable of operating in a fully controlled manner 
under various combinations of brewing conditions 

To attain a mechanical brewing device suitable for 
the above mentioned purposes it has been necessary first 
to critically examine all features of coffee brewing in the 
light of current knowledge. This has been essential to 
arriving at the proper design criteria for experimental 
brewing equipment Following is a report of the results 


this examination 


Review of coffee brewing equipment 
Most quantity coffee makers in use today are capable 
of making excellent brew, provided the following con 
ditions are Roasted coffee of 
grind is used; the equipment is properly operated; ade 
Quality 


met proper quality and 
quate cleanliness of equipment is maintained 
of the roasted coffee is not a factor to be considered in 
the design of coffee makers (the coffee maker cannot 
produce quality that is not already in the roasted coffee.) 
However, the other two conditions are directly related 
to equipment design 
Starting with good-quality roasted coffee, a poor cup 
of brew, as served, may be the result of one or more of 
the following 
a. Proper brewing conditions were not maintained, 
with respect to either proportion of water to roasted 
coffee, temperature at which the brewing was conduct 
ed. or time of contact between water and coffee: 
b. Equipment surfaces in direct contact with brew 
were not sufficiently clean; 


held 


respe t to 


under conditions 


brew was not proper 


either the 


c. The 


prior with time it 


was held or the temperature at which it was held. 


to serv Ing, 


44 


Kansas City, Mo. 


Examination of these factors that can cause the serving 
of a poor cup of brew points out the fact that the “hu 
man element” is very critical in the making and serving of 
good brew. This most im 
portant considerations in the design of improved equip- 


establishes, as one of the 
ment, the elimination of dependency on the “human ele 
ment” to the fullest practical extent. In other words, 
the equipment should be designed to maintain exact 
and proper brewing conditions without dependency on 
the judgment and conscientiousness of the operator. It 
also should be designed to minimize both the frequency 
of cleaning and the difficulty of the cleaning operation 
Finally, the equipment itself should avoid too much brew 
being held at any one time so that it is held too long, 
and the proper holding temperature should be main 
tained automatically, 

The “ideal” coffee maker would be one which meets 
the following specifications: Maintains exactly correct 
brewing conditions completely automatically; requires 
little cleaning, with that which is necessary being both 
easy and convenient; provides essentially fresh brew in 
each cup that is served; meets the general requirements of 
which it with respect to 


the establishment in is used, 


cost, size, rates of dispensing and appearance. 

Present quantity coffee makers now will be “examined” 
with respect to these specifications, bearing in mind that all 
the present coffee makers are capable of making just as 
good a brew as the “ideal” coffee maker, f they are operated 
properly. 

Basically, these are large-scale 


Urn-type coffee makers: 
In many models of 


versions of home drip coffee makers, 


(Continued on page 75) 
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big food companies back trade 


in huge drive for 


“iced coffee break” 





The 1957 iced coffee campaign is rolling up momentum 
for what will be the biggest promotion of its kind in 
the industry's history. 

The upcoming drive is expected to open the door wide 
to this $100,000,000 potential, with roasters getting 
chunks of increased volume in proportion to participation 
and effort, 

Roasters can join with three great companies this year 
to put on the biggest iced coffee, related item—promotion 
yet. 

Featured will be a spectacular, first-of-its-kind adver- 
tisement, built around a center-spread with four “Dutch 
doors’, to appear in the June 15th issue of The Saturday 
Evening Post. The announcement was made last month 
by Edward E. Van Horn, PACB’s advertising director. 

The co-sponsors with the Bureau of the advertise- 
ment are Wilson & Co., Inc. (Wilson’s Certified Bacon), 
General Mills, Inc. (Betty Crocker Cake Mixes and Betty 
Crocker Cookie Mixes) and the Carnation Co. (Carnation 
Evaporated Milk ) 

The advertisement will be tied-in with the Bureau's 
summer-long iced coffee promotion and illustrated recipes 
will show Iced Coffee Tropicale, Iced Coffee Float, Iced 
Coffee Julep, Iced Coffee Mocha, Iced Coffee, Jr., and 
regular Iced Coffee. 

Four of the recipes will be related to a food product 
featured in the special “Dutch doors,” which are complete 
One each will be used 


advertisements in themselves. 





"ked Coffee — 1957” available 


in reprints for coffee salesmen 


Want more coffee volume from your salesmen this 
summer? 

Tell them what the Pan-American Coffee 
doing this year in the biggest iced coffee promotion yet 
Show them the iced coffee selling material—PACB's 
you are putting behind your brand. 

Then give each a copy of “Iced Coffee 
1957". This eight-page reprint has two pivotal articles 


from the COFFEE & TEA INDUSTRIES 1957 iced coffee 


Bureau is 


and your own 
sale San 


issue, 

One article is basic material for coffee salesmen. It's 
the report on the industrywide iced coffee survey, u ith 
powerful evidence that iced coffee can be sold. 

The other article is a stimulating checklist for roasters, 
to help you spot—and plug—gaps in your own iced 
coffe e plans. 

Individual copies are available without charge, bulk 


copies at $1.50 per 100 from the Pan-American Coffee 





Bureau, 120 Wall Street. New York 5. N. Y 
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This spectacular ad—center spread and four ‘Dutch doors''—in 
June [5th Saturday Evening Post spearheads iced coffee push. 


by Wilson and Carnation and one will feature General 
Mills (Betty Crocker) cookie mix, the other General Mills 
(Betty Crocker) cake mix. 

As part of its overall iced coffee promotion, the Bureau 
will run subsequent advertisements in the June issues of 
McCall's, Ladies’ Home Journal, and Seventeen. These 
advertisements will mention the participants of the June 
15th SEP spectacular. Additional 
ments are planned for July and August. 


consumer advertise 


In merchandising the spectacular, The Saturday Evening 
Post will distribute iced coffee promotion kits to some 
10,000 grocery and food stores. 

This year’s iced coffee promotion is built around the 
theme, “New Ways to Take an Coffee Break 
Plans for its concentrated advertising-merchandising-pub 


Iced 


licity programs were announced in February. 

“Your coffee can be featured prominently in the pro 
motion,” PACB ttold roasters. “Here's W rite 
PACB now indicating that you want to work with the 
companies who are in on the promotion. We'll put your 
name in our weekly bulletin that goes to all participants 
and, where possible, they'll have one of their men get in 
Or, if you prefer, work out your own 
(Incidentally, a 


how. 


touch with you. 
promotion locally with your accounts 
tie-up with a local ice cream company on the Iced Coftec 
Float would work in nicely too.) 

“Your restaurant accounts, too, should get a big boost 
from this sensational promotion, All of the Bureau's 
advertising will include the slogan: Good restaurants 
serve good iced coffee. With all the advertising and 


(Continued On page 64) 





BRAZILIAN COFFEE and 


The millions of U.S. citizens who will drink 
iced coffee this year naturally do not all 
like the same blend or brand. They may even 
differ as to which is the best “new way to 
take an iced coffee break.” Yet one thing 
is certain—more iced coffee will be made 


bane 


using Brazilian coffees than any other. The 
reason is basic—Brazil continues, year after 
year, to export more of its coffee to the 
United States than any other country. 


STARS 


Brazilian coffees are unequalled in variety 
and quality. They satisfy a wider range of 
consumer tastes than any other coffee. 
Experts and the general public agree on 
the eminence of their rich body, full flavor 
and aroma. The U.S. taste for coffee has 
been built on Brazils. 


BRAZILIAN COFFEE INSTITUTE 


COFFEE & TEA INDUSTRIES and The Fiavor Field 





the ICED COFFEE CAMPAIGN 


AN oe 


ree, 


BRAZIL SUPPORTS 
CAMPAIGN TO SHOW "NEW WAYS TO TAKE 
AN ICED COFFEE BREAK." 


120 WALL STREET, NEW YORK 5, N.Y. 
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The Grand Ballroom of the Waldorf-Astoria, New York City, during 75th anniversary of the New York Coffee & Sugar Exchange. 


dinner marks Exchange’s 75th birthday 





The New York Coffee & Sugar Exchange, Inc., had 
a birthday party last month. 

It was a 75th anniversary dinner in the grand ballroom 
of the Waldorf-Astoria, New York City, and nearly 
900 coffee and sugar men and their wives were on hand, 
together with representatives of producing countries and 
allied fields. 

Senator Homer E. Capehart, long a leader in Con- 
gressional efforts to encourage trade between the North 
and South American continents, told the gathering that 
he saw the New York Coffee and Sugar Exchange as a 
symbol of free enterprise. 

It deals in two commodities which are of great im- 
portance to Latin America,” he declared. “Latin America 
means a great deal to us today and will mean more in 
the future.” 

Leon Israel, Jr., president of the Exchange, called on 
every one who belongs to or uses or recognizes the vital 
role played by a commodity exchange in our free economy 
to do whatever he can to correct misinformation where it 
exists; to explain how the Exchange does not make prices 
but rather reflects prices resulting from supply, demand, 
competition and other world wide influences; how prices 
of coffee and sugar are lower to the consumer because 
traders, through the mechanism of the Exchange, do not 
have to include in their mark-ups self-insurance against 
losses from price fluctuations, credit losses and the like 

We have a story to tell. Let’s each of us be proud 
to tell it.” 

The diamond jubilee dinner opened a year of 75th 
anniversary celebration for the Exchange. 

This summer the Exchange expects to move from its 
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present building at 113 Pearl Street, New York City, to 
the modern, air-conditioned structure now being com- 
pleted at 79 Pine Street. 

Chairman of the Exchange's Diamond Jubilee An- 
niversary Committee is Frederick H. Silence, of Ruffner, 
McDowell & Burch, Inc. 

The Exchange has issued a special anniversary booklet, 
which describes its history and functions. Copies were 
given to every one at the dinner, and will also be dis- 
tributed widely throughout the United States and Latin 
America. 

The invocation at the anniversary dinner was given by 
Rev. John Heuss, rector of Trinity Parish in New York 
City. 

Coffee and sugar producing countries represented at 
the dinner by ambassadors, consular officials and other 
spokesmen included Brazil, Colombia, the Philippines, 
Dominican Republic, Peru, Guatemala, Cuba and El 
Salvador. 

The 75th anniversary of the New York Coffee & Sugar 
Exchange was recognized by other exchanges, represented 
at the dinner by presidents and other officials. 

On hand were the presidents of the two United States 
commodity exchanges older than the Coffee Exchange— 
the Chicago Board of Trade and the New York Cotton 
Exchange. 

Also on hand were the presidents of the New York 
Stock Exchange, the American Stock Exchange, the New 
York Mercantile Exchange, the Commodity Exchange, 
Inc., the New York Cocoa Exchange, Inc., the Chicago 
Mercantile Exchange, the vice president of the New 

(Continued on page 63) 
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To help sell the coffee you package in Canco containers... 
...Ganeo sponsors 
BC NEWS on TV during 1957 


— broadening the famous “‘oval’’ campaign to consumers! 


This year, news-conscious America is seeing Canco’s oval trade-mark on 
television—and learning why it symbolizes packaging leadership . . . 
how it helps everyone to “‘live better, more conveniently, for less money.” 


To tell its message, Canco has chosen NBC NEWS on TV, featuring 
Chet Huntley and David Brinkley. It is TV’s highest-rated news show, 
carried by 89 stations with a potential audience of 35 million TV homes! 
To get the full benefit of this powerful and dramatic campaign, make 
certain your coffee is protected by vacuum-pack containers bearing 
the Canco oval—the trade-mark recognized by more and more con- 


sumers as their guide to quality containers. 


Tune in the next Canco NBC-TV NEWS Show—May 6, and alternate 
Mondays thereafter. See your local newspaper for time and channel. 


SS AM ERICAN CAN COMPANY New York +» Chicago + San Francisco 
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Coffee in Cuba 


This chart, compiled by Mr. 
Martinez, shows Cuba's total 
coffee production, by types, 
and exports. Figures at left 
of chart refer to 1,000 bags. 
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Cuba as a coffee exporter 





By GREGORY L. MARTINEZ, JR., Secretary-Treasurer 


Historically, Cuba’s political stability is closely cor- 
related to its sugar economy, and in an attempt to break 
tobacco as a 


from this with 


secondary crop, Cuba is anxious to develop its coffee ex- 


aw ay one-¢ rop economy, 


ports. This point is proven by the facilities and techni- 
cal knowledge which the Cuban government is lending its 
coffee growers, and by the promotion being given to 
Cuban coffees throughout the world, 

As a Cuba was able to 
budget as an income: for the first eight months of 1956, 
exports were valued at $16,869,941. and in 1955 coffee 
exports $4,224,917.43. 

Cuba, a FEDECAME member, has numerous exporters, 
but as large exporters are more prone to have uniform 


result, include coffee in its 


were valued at 


qualities, the trend appears to be to have several large 
exporters doing a very large percentage of the export 
business and the smaller traders appear to be concentrat- 
ing on the internal coffee business. 
The effort for uniformity is more readily seen when 
one considers the deviations in qualities during 1955, 
which was the year Cuba began to export after 11 years 
of banning coffee exports, and the relatively uniform 
coffees which are now being exported. The quality im- 
provement, is significant, although empirically, in that 
many more of our roasters are now using washed Cubans 
and are readily accustoming themselves to this growth. 

As the per capita consumption in Cuba is one of the 
largest in the world, it appears that Cuba will be a steady 
exporter as long as production continues to improve, and 
as Cuban consumption consists mostly of natural coffees, 
it appears that in the future Cuba will, in the main, ex- 
port only washed coffees to the U.S.A. 


Of the 1956/57 total production, it is expected that 
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Carl Borchsenius Co., Inc. 


of the coffees will be washed. Considering that 
only 21.63% were washed during 1955/56 and for the 
five-year period 1951/55 only 11.75% of the total pro- 


1S% 


duction was washed. the increase in washed coffees is 
certainly impressive. 

Cuba's advantages in the world coffee market, especially 
as regards the United States, are twofold. First there is 
the time element of shipment, so that shipments from 
Cuban ports to the Gulf and Atiantic ports can be com- 
pleted in about five days. Second, the Cubans begin 
harvesting their coffees in September, and by October 
exports can easily be made, thereby entering our market 
at a time when the supply of washed coffees is at a 
very ebb. 

The U. S. A. received 86.15% of Cuba’s 1955 total ex- 
ports, but dropped its imports to 66.33% from January 
to September, 1956. For the 1956/57 crop, it is estimated 
that about 60% of total exports will come to the United 
States. 

Unfortunately, Cuba lacks altitude for very high grown 
coffee, and her coffees are generally grown at 1,800 to 
3,000 feet. However, the beans have good color and are 
from medium to good size, making a very good roast. 
They may be classified with good Santos Domingo coffees. 


low 


Inasmuch as the Cuban grower has only recently been 
able to avail himself of the world market, it can be ex- 
pected that the increased demand will tend to expand 
coffee production through improvement in cultivation, 
fertilization, etc. 

By such improvements, and with the cyclical season due, 
Cuba should have a production in 1957/58 of about 
1,000,000 bags, most of them washed coffees. 
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What “Ruffner’’ Service Offers: 


. Strategically located offices 
throughout the United States. 


. A Background of sixty-two years 
of experience as coffee brokers 
and agents, and 


. The representation of dependable 
shippers in the producing 
countries. 


“It Pays To Trade The Ruffner Way” 


Ruffner, McDowell & Burch, Inc. 


ESTABLISHED 1896 


NEW YORK: 98 Front Street CHICAGO: 408 W. Grand Ave. 
SAN FRANCISCO: 214 Front Street NEW ORLEANS: 419 Gravier St. 
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. Kopf receives plaque and scroll from J. L. Robinson, Burns v.p. 


Kopf honored at testimonial dinner 


Joseph L. Kopf, president of Jabez Burns & Sons, Inc., 


month marking his 50th 
The testimonial 


by the 


was honored at a dinner last 


anniversary with the company dinner, 
held at the Columbia Club, 
of directors of the food machinery firm. 

Mr. Kopf went to work for Burns in 1907 as a bluc- 
printer, draftsman and designer. While working, he at- 
tended Cooper Union at night, receiving his Bachelor 
of Science degree in 1913, and his degree as a Mechani- 


was given board 


cal Engineer in 1917. 

Meanwhile, at Burns, he was promoted successively to 
chief draftsman, sales engineer and sales manager. In 
1925 he was elected a director of the corporation and 
became vice president in charge of sales. Subsequently, 
he became vice president and general manager and finally 
president of the corporation. 

Mr. Kopf is a past President of the National Metal 
Trades Association and has been extremely active in the 
affairs of the American Society of Mechanical Engineers, 
the United Engineering Trustees, the Society for the Ad- 
vancement of Management, the American Management 

Club and the Economics 
citation from the National 
award of merit from 


Association, the 
Club. He has received a 
Metal and an 
the American Society of Merchanical Engineers. 
Mr. Kopf resides in East Orange, N. J. 


Engineers’ 


Trades Association 


Jump in sales of continuous roasters, 


other trends shown in Burns report 


In its annual report to customers issued last month, 
Jabez Burns & Sons, Inc., manufacturers of coffee, tea, 
nut and confectionery machinery, revealed substantial in- 
creases in production, research and development. Burns 
reported, however, that rising wage and material costs 
did not permit profits to keep pace with the increase in 
sales. 

The report noted several interesting coffee production 
trends during 1956. 

For example, more continuous roasters were sold in 
1956 than in a “normal” three to four year period. This 


indicates that by the end of 1957 approximately 20% 
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of all coffee roasters in the U.S. will be done on Burns 


continuous roasters. 

Two-thirds of the coffee roasters (both batch and con- 
tinuous) sold in 1956 were smokeless. 

Most of the new coffee installations include automatic 
green coffee blending, cleaning and mixing to effect 
savings in labor costs and provide better control of pro- 
duct uniformity. 

Commenting on research and development progress, 
J. L. Robinson, Burns vice president, said that during the 
past year the company developed a new concept in de- 
signing continuous coffee roasters of smaller capacity, 
to offer the advantages of this type of unit to those who 
cannot use the larger machine. 

A newly designed green coffee scalper provides sup- 
plementary cleaning for recirculating-air cleaners, was 
reported. 

For tea processing, Burns has developed space and labor 
saving installations which include new style inspection 
belts and tea elevators. as well as standard blenders. 
The annual report is expected to become a permanent 
service offered by Burns to the coffee, tea and confection- 
ery industries. 

The first Burns 
coffee and tea industries, has just been completed by 
Jabez Burns & Sons, Inc. The newsletter will be a regu 
lar service to Burns 
industry developments, public actions affecting the trade 


issue of the Review, issued for the 


customers and will contain news of 


and descriptions of interesting plant installations. It 


also will provide, as a regular feature, maintenance in- 
formation of value in keeping machines operating at top 
efthiciency. 

“The Burns Review will not print material normally 
carried by trade magazines in the field or by daily news- 
papers,” Mr. Robinson “But we feel there is a 
great deal of useful information for 
coffee and tea industries which is not provided in either 
In line with our policy of tailoring 


said. 


companies in the 


of these media. 
Burns’ service to the 
publishing the Review to provide them with this in- 
formation.” 

Mr. Robinson commented that the new Burns publi- 
cation would be wide open for news contributions from 
those in the coffee industries. He said he 
thought the Review most valuable to its 
readers if it contained a information 
Burns can give them and information they can pass on 


needs of our customers, we are 


and tea 
would be 
combination of 


to others in the trade. 


Morey Mercantile sells manufacturing 
department to Fort Worth, Texas firms 


Sale of the manufacturing department of the Morey 
Mercantile Division, Denver, Colo., to the Great Western 
Foods Co., and the White Swan Coffee Co. of Fort 
Worth, Texas, for about $500,000 was announced recent- 
ly. 

Solitaire products include coffee, tea, extracts, spices, 
preserves, jellies, peanut butter, syrup, mayonnaise, salad 
dressings, honey and gelatine desserts. They are sold at 
retail and to institutional users throughout the Rocky 
Mountain area. 

Harry M. Outwater has been named manager of the 
Solitaire institutional coffee department. He served in 
the same capacity with Morey. 
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THE BEST MILD COFFEES IN 
THE WORLD WHICH ARE 
PRODUCED IN: 


COSTA RICA - CUBA - 
DOMINICAN, REPUBLIC - 
ECUADOR - EL SALVADOR - 
GUATEMALA\ + HAITI - 
HONDURAS + MEXICO + NICARAGUA - 
PANAMA + PERU - 


PUERTO Ri O° VENEZUELA 
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H. L. C. BENDIKS, INC. 


NEW YORK 
96 Front Street 
SAN FRANCISCO NEW ORLEANS 
40 California St. 225 Magazine St. 


IMPORTERS - JOBBERS 


COFFEE - TEA 


N. V. KOFFIE HANDELMY 
MATAGALPA 


P. 0. BOX 631 
AMSTERDAM, C, HOLLAND 





S. A. SCHONBRUNN & CO., INC. 
77 Water Street, New York, N. Y. 
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10% sales tax on coffee 
repealed by Canada; 
chains drop prices 


Repeal of the 10% ad valorem sales tax on various 
food items, including coffee and tea, was announced 
last month by Canadian Finance Minister Walter Harris. 

Several large food chains in that country promptly 
announced cuts in their coffee prices, absorbing the tax 
on stocks already on hand. Wholesale companies said 
old stocks would have to be absorbed before a reduction 
could be put into effect, one source reported. 

The price reductions announced ranged from 6¢ on 
bag coffee to 8¢ on cans. 

The repeal of the sales tax on coffee will benefit not 
only Canadian consumers but also Canada’s international 
trade, Charles G. Lindsay, manager of the Pan-American 
Coffee Bureau, declared. 

Reduced retail prices as a result of tax-free coftee sales 
in Canada are likely to stimulate coffee consumption and 
green coffee imports, providing the producing countries 
of Latin America with more dollars with which they in 
turn can increase their purchases of Canadian products, 
said Mr. Lindsay. 

Latin America is one of the most promising export 
markets in the world for Canada, which depends to such 
a large extent on foreign trade to maintain its booming 
economy and high standard of living, Mr. Lindsay said. 
Coffee is one of the major commodities in the trade with 
Latin America, added the manager of the Pan-American 
Coffee Bureau, a non-profit organization representing the 
major coffee-growing countries of Latin America. 

In 1956, Canada purchased approximately $54,000,000 
worth of green coffee from Latin America. 


Moore McCormack asks Maritime Board approval 
of agreement to acquire Robin Line Fleet 


The Federal Maritime Board has been requested to ap- 
prove a proposed agreement between Moore-McCormack 
Lines and the Seas Shipping Co., whereby Moore-Mc- 
Cormack would acquire ownership of the latter's fleet, 
popularly known as the Robin Line. 

The agreement requires FMB's approval because both 
of the lines hold operating-differential subsidy contracts 
with the Federal government. 

Moore-McCormack serves ports of the U. S. Atlantic 
East Coast of South America (freight and passenger), 
North Atlantic—Scandinavia, and U. S. Pacific—East 
Coast of South American. Seas Shipping Company serves 
U. S. Atlantic—South and East Africa. 

Filing of the agreement with the Federal Maritime 
Board resulted from negotiations between the two com- 
panies by William T. Moore, president of Moore-Mc- 
Cormack Lines, and Winthrop O. Cook, president of the 
Seas Shipping Co., based upon their belief that combining 
the two fleets would be in the best interests of both com- 
panies. The agreement, Mr. Moore said, involves a cash 
and stock transaction. 

If the agreement is approved, Mr. Moore said, the Seas 
Shipping Co. will function as the Robin Division of 
Moore-McCormack. 

The Robin Line, he emphasized, would not lose its 
identity and Robin trafic policies would continue. 
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THE GREAT ATLANTIC & PACIFIC TEA CO. 


IMPORTERS, ROASTERS, RETAILERS 
OF FINE COFFEE 


Represented in 
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GEORGE SIROTA COMMODITY CORP. SIROTA & CO. 


AND OTHER LEADIN 


MEMBERS: 
GREEN COFFEE ASSN. OF NEW YORK CITY, INC. 
S COMMODITY EXCHANGES 


NATIONAL COFFEE ASSOCIATION OF U.S.A. 


Green 9-8220, Cable: ATORISCO 





Twenty-Six Broadway, New York 4, N. Y., BOwling 
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Coftee 


Agents for reliable Shippers in 
Producing Countries 


Specializing in 


BRAZILS 
COLOMBIANS 
VENEZUELANS 


Byrne, Delay & Co. 


Cable Address: 
"“VICAFE" 


104 Front Street 302 Magazine St. 
New York 5, N. Y. New Orleans 12, La. 











Yours on request... 


COFFEE CHART 


This handy chart, in three colors, shows daily average spot 
price of Colombian Manizales, daily closing price of “M 
futures, daily average spot price of Santos and daily closing 
price of December "'S” futures on the New York Coffee and 
Sugar Exchange. Also includes a month-by-month review of 
the market for the past year 


Write for this chart and our Daily Commodity Letter 


THOMSON & McKINNON 


BROKERS IN SECURITIES AND COMMODITIES 
11 Wall Street, New York 
46 offices in the United States and Canada 


Members New York Coffee and Sugar Exchange and other 
leading commodity exchanges 


Marketing 





advertising . . . merchandising . . . promotion 


“Safety stop” material 
available to roasters 
for highway campaign 


An enlarged summer highway safety campaign based 
on the warning, “For Safety's Sake, Stop for a Coffee- 
break”, will be carried from Memorial Day through 
Labor Day in the United States and Canada by the Pan- 
American Coffee Bureau. 

One million bumper strips bearing the safety  slo- 
gan—the largest number ever provided by the Bureau 
are scheduied for distribution to motorists via coffee 
companies and various official safety groups. In addition, 
window stickers in restaurants, gasoline stations and 
other roadside establishments will urge drivers to take 
a coffee break. Wide-spread publicity and other pro- 
motion also will support the program. 

This is the third consecutive year that PACB has con- 
ducted a safety campaign during the peak vacation 
driving period. The project has been endorsed by many 
national and state safety organizations. 

This year, for the first time, it is tied-in with the ‘Slow 
Down and Live” program. The bumper strip has been 
redesigned to include this admonition 

The Bureau is making the bumper strips (size 1634” 
x 334”) available to official state safety agencies and 
other safety groups. Coffee companies are being offered 
the bumper strip and a four-color 5” x 7” window sticker, 
with the slogan and notation “Served Here,” designed 
for restaurants, drive-ins, gasoline stations and other 
places where coffee is served. The cost to coffee com- 
panies is $1 per 100. 

The program is based on the premise that stopping 
every hundred miles for a cup of coffee helps combat 
driver fatigue, according to safety experts a major cause 
of many accidents. 

It also is a logical extension of the “Slow Down and 
Live” admonition in that it urges drivers not only to 
reduce their speed, but also to take regular rest periods 
and stay refreshed during the entire trip. 

Reliable medical evidence shows that a cup of coffee 
keeps a motorist more alert and makes his sensory re- 
actions more acute for the miles ahead. 


Maxwell House names Thompson head 


of advertising and merchandising 


Thomas S. Thompson has been named advertising and 
merchandising manager of the Maxwell House division 
of the General Foods Corp., C. W. Cook, division gen- 
eral manager and corporate vice president, disclosed last 
month. 

Mr. Thompson, formerly product manager for Instant 
Maxwell House, will now have responsibility for the 
brand management of all Maxwell House coffees, includ- 
ing regular Maxwell House, Instant Maxwell House, In- 
stant Sanka, and regular Sanka, Yuban, and Bliss coffees. 
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Impartial counsel to public agencies buying 
coffee offered by NCA Institutional Committee 


The National Coffee Association recently announced 
to state and institutional agencies the availability of ex- 
pert counsel and impartial examination on purchases of 
coffee. 

Institutional Advisory Panels of experienced coffee 
men, under the overall chairmanship of Robert B. Sasseen, 
will operate initially in New Orleans, San Francisco and 
New York. 

The two-fold duties of this impartial authority on 
roasted coffee, it was explained, will be: 

“1. To advise, assist and suggest to states and other in- 


roasted 


terested parties realistic specifications for coffee procure- 
ment so that the best value for the various agencies can 
be attainable for all departments, such as hospitals, homes 
and prisons. There will be no charge for this service. 
“2. To advise on the acceptability of roasted coffee 
deliveries against whatever specifications are contracted 


for. 


For this advice, there will be a small charge.” 


“The Magic Cup” to compete 
in Golden Reel Film Festival 


“The Magic Cup, "has been 
outstanding films of the year, and will be entered by the 
producer, Dynamic Films, in the Golden Reel Film Fes- 


selected as one of the 


tival. 
The film will compete in the category of ‘business 
(consumer education). 


“The Magic Cup,” 


continues to gain acceptance among 


school, club and television audiences, NCA reports 
From February through May, the film has been booked 
on 25 television stations by Dynamic Films. 
Modern Talking Pictures, the firm handling non-TV 
groups, has made more than 240 bookings. 


CBI issues final report on Army urn 


The Coffee Brewing Institute, in cooperation with the 
National Restaurant Association, has completed a study 
begun several years ago on a coffee urn, as procured by 
the military services under specification MIL-U-11307 
(QMC) 3, August 1951. 

This urn did not yield a satisfactory brew when operated 
according to directions, and modifications were necessary. 
After considerable study, the following modifications were 
made on the urn, to allow proper brewing and the pro- 
duction of fine beverage coffee: 
stat were installed to 


1. Pressure gauge and 


contro! the brewing cycle, and eliminate the thermostat 


p ressure 


2. The sprayhead was redesigned to wet the ground 
coffee quickly and evenly 

3. The relief valve was relocated to the rear of the 
urn. 

i. Controls were adjusted to wet the ground coffee in 
one minute and complete the brewing cycle in five minutes. 

CBI said its study of the urn is in no way to be con- 
sidered a recommendation for this equipment. However, 
when modified, and operated according to instructions, the 
Army urn brewed good coffee. 

Copies of the report are available from the Coffee 


Brewing Institute 
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_, WHITE CROSS] ‘se et 


* i a cng “ nase oan “Queen” Analida honored 

Cc 7 Coffee Day again highlighted the annual celebration 
of Pan American Week early this month. 

THE Tuesday, April 9th was designated to honor coffee 
through a special proclamation by the chairman of the 


SPEEDMASTER Council of the Organization of American States, Am- 






4 e bassador Fernando Lobo of Brazil. 
Ad : ° bd ry Gas or Electric This was the third annual Coffee Day. 
Coffee is the only commodity honored by the Organiza- 


tion of American States—a recognition of its position 
Exclusive filter process assures as America’s favorite beverage. Latin America’s leading 
agricultural export, and the most important single com- 
: modity in inter-American trade. 

flavor. More coffee per hour Nationally, Coffee Day was promoted by the Organiza- 


no waste, no sediment, full rich 


than any unit of similar size. tion of American States and the Pan-American Coffee 

Bureau, as well as the National Coffee Association and 

Write for information coffee firms. Special events in Washington and wide- 

ALL MODELS AVAILABLE spread national publicity focused public attention on 
Gas or Electric (also plug-ins) coffee—the beverage and the commodity. 


: cay Bee ae ; 7 A novelty this year was the goodwill visit of Senorita 

FOR HOTELS — RESTAURANTS CLUBS Analida pe sae Ph January from among 

beauties of 15 coffee-producing countries of Latin America 

WHITE ee CROSS to reign as Pan American Coffee Queen during Pan 
: American Week. 

“Queen” Analida I, born in Panama City, Panama, was 
NATIONAL STAMPING & ELECTRIC WORKS presented to official Washington and names of the 
2215 CLARK AVENUE ST. LOUIS 3, MO. press at a reception at the Pan American Union during 
Coffee Day, where she opened a special '’Coffee-land” 
photographic exhibit sponsored by the Pan-American 
Coffee Bureau. 

As official representative of the coffee-producing coun- 
tries, a number of other Washington appearances were 


; % oe 
I IRC / } & : } # made by Senorita Alfaro during Coffee Day. She was 
i i «' ih also scheduled to participate in a special nationwide 


91 FRONT STREET NEW YORK broadcast on April 14th, Pan American Day. 











During her stay she visited New York, Montreal and 
: Toronto, as a guest of PACB, for meetings with govern- 
2 f ment, business and women’s leaders, 

She was also guest at a reception tendered by the 


oe — §€National Coffee Association, as a tribute from the U. S. 
Green Coffee coffee industry. 


PACB sent to all coffee companies a kit containing 


AGENTS AND BROKERS 2 2 gn aa and material for Coffee Day publicity 
REPRESENTING alleen 
BRAZILIAN and MILD SHIPPERS 


a near passage in Brazil, Vito Sa says 


A bill to increase promotion funds for the Pan-Ameri- 


HATIONAL COFFEE ASSOCIATION. can Coffee Bureau is expected to pass Brazil's Senate and 
GREEN COFFEE ASSN. OF N.Y.C. f be signed by President Kubitschek in June. 
MOY COPRFEE ANE SUCKS EXCHANGE : This was reported last month by Vito Sa, president of 


PACB, on his return from a trip to Brazil. 

“I went to Rio de Janeiro for the special purpose of 
emphasizing to the government and to the coffee trade 
the great need, which has been widely recognized, for in- 
creasing the vital promotional program for coffee which 
the Pan-American Coffee Bureau has been carrying on so 
efficiently over the last 20 years,’ he explained. 

“The coffee growers as well as the Brazilian govern- 


Bill to increase PACB promotion funds 


Members: 
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ment are well aware of this need and are greatly interested 
in providing the Coffee Bureau with the means to ac- 
complish a bigger and better promotion,” he added. 

He said a bill is now nearing its last steps through the 
Brazilian Congress authorizing the increase in Brazilian 
contributions to PACB to 25¢ per bag. The bill is now 
in the Senate, having passed the lower house, and is ex- 
pected to be signed by President Kubitschek before the 
end of this semester in June, Mr. Sa declared. 

“This will automatically make available to the Coffee 
Bureau the necessary funds for expanding coffee con- 
sumption both in the United States and Canada, and 
thereby contribute substantially to the expression of all 
trade between the Americas,” he stated. 

“I also found the greatest enthusiasm and understand- 
ing on the part of the Brazilian government, the coffee 
growers and the coffee trade for the proposed World 
Coffee Council.” 


One pound rise in per capita coffee 


consumption last year seen by USDC 


Per capita consumption of coffee in the United States 
increased almost a pound in 1956 over comparable con- 
sumption in 1955, it was estimated last month by the 
Food Industries Division of the Business and Defense 
Services Administration, U. S. Department of Commerce. 

Indicated per capita usage of green coffee was 16.2 
lbs. in 1956 as against 15.4 Ibs. in 1955, 

The 1956 average import price of green coffee was 51.3¢ 
per pound, as compared to 52.6¢ in 1955. 

George Gordon Paton’s preliminary survey of esti- 


mated consumption of coffee in the U.S. by civilians 
during 1956 indicates that the use of coffee rose by 
1,433,657 bags (green) or 7.7%. 

Mr. Paton’s calculations also show that the per capita 
consumption increased to 16.21 lbs. (green), from an 
estimated 15.33 Ibs. in 1955. or an increase of 5.7%. It 
was noted that the per capita use in 1956 remains about 
one-half pound per person below the rate of the 1951-53 
years. 


New Ivaran vessel in South American service 

A new vessel, the motorship Rio de Janeiro, is enter- 
ing the North Atlantic—East Coast of South America 
service, it has been announced by the Stockard Steamship 
Corp., general agents for A/S Ivarans Rederi, Oslo. 

Built in Fredriksstad, Norway, the new motorship has 
a deadweight of 5,200 tons, with a bale capacity of 
312,600 cubic feet, The new vessel is of open shelter 
deck construction. Her length is 396 feet 8 inches, 
breadth 54 feet 6 inches. She is propelled by a six cylin- 
der, two cycle diesel motor. On her trail trip she reached 
a speed of 17.06 knots. 

All cargo holds are equipped with force draft ventila- 
tion and have CO, fire fighting system and automatic 
smoke detection. The vessel is equipped with five-ton 
derricks and has a heavy boom of 25 tons lifting capacity 
at No. 2 hold and also a ten-ton lift at No. 4 hold. 

Deluxe passenger accommodations are provided for 
six people in four cabins, 

The Ivaran Lines, in addition to serving the East Coast 
of South America, has a service to the Far East, covering 
Japan, Pusan, Okinawa, the Philippines and Hongkong. 
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Partial view of a roasting 
department with 2 automati- 
cally controlled PROBAT 
roasters. Notice the 2 
control boards — one for 
the roasters and one for 
the blending and conveying 
of the green coffee. 
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You will find ATLANTIC 
to be a sure, safe, de 
pendable source for fine 
Coffee Bags -— plain, stock 
design or private design. 
May we send samples 
and quote on your 
requirements? 


vA. VORTED BAG 00 nc 


220 KOSCIUSKO ST. - BROOKLYN 16,N. Y. 
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We do not buy or sell coffee --- 
Our only product is Service. 


S & S COFFEE ROASTERS, INC. 


56 Pearl St. Brooklyn I, N. Y. 





Crops and countries 





coffee news from producing areas 


Mild coffee producers try to put teeth 


into ‘“‘gentlemen’s agreement’ on prices 


Mild coffee producers tried last month to put teeth 


into a “gentlemen's agreement” on prices. 
An agreement reached earlier in the month at 
ing in Mexico City began to founder when El Salvador 
and Guatemala reduced prices 2¢ a pound. 
Delegates returned to Mexico City to re-examine the 
of prices to 


a meet- 


agreed on a new schedule 


market. 


situation and 


stabilize the 


Sees Brazil’s 1957/58 crop improved in quality 
Brazil's should be better 


in quality than the current crop, according to Brazilian 
Coffee Institute President Paulo Guzzo. 

President Guzzo reafhrmed that the government 
not intend to put its stocks on the market. 
a World Coffee Council 


an Interna- 


1957/58 coffee crop much 


did 


He said he was in favor of 
and that he did not believe this would delay 
tional Price Agreement. 

He added that the government's campaign to curb ex- 
1S progressing. 


port fraud 


1957/58 Sao Paulo crop put at 9,100,000 bags 


According to the Sao Paulo Secretariat of Agriculture, 
the 1957-58 coffee crop in that state is estimated at sixty- 
kilo bags, local consumption at between 1,600,000 and 
1,900,000 bags, leaving an exportable surplus of 7,350,000. 

The Secretariat's estimate puts the number of producing 
trees in Sao Paulo at 1,364,000,000 as against 1,400,000, 
000 in 1956. 

The leading agricultural sectors are Lucelia with 161,- 
000,000 trees and production of 818,000 bags; Marilia 
with 117,000,000 trees and 671,000 bags; Lins with 117,- 
000,000 trees and 960,000 bags; and Sao Jose do Rio 
Preto with 95,000,000 trees and 757,000 bags. These pro- 
duction figures refer to overall output and not just ex- 
portable production. 

Agricultural sectors are municipalities grouped together 
by the Secretariat of Agriculture and named after the 
leading municipality. There are 30 of them in Sao Paulo 
State. 
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Alkmin denies new cruzeiro rate plan 


Brazil's Finance Minister Jose Maria Alkmin, has 
denied that one object of a coming trip to the United 
States is to discuss an alteration in the parity of the 
cruzeiro with the International Monetary Fund. 

He said he expected the cruzeiro to strengthen as a 
result of his recent order making it easier for coffee ex- 
porters to repatriate dollars they may hold in banks 
abroad. 


The Finance Minister had published ‘clarification of 
the 1953 free exchange law’, which coffee exporters said 
“legalizes’’ or puts the official stamp of approval on un- 


derbilling of coffee exports. 


FEDECAME meeting to discuss coffee 


stabilization, more promotion drives 


A review of international developments on the stabili- 
zation of the coffee industry is on the agenda of the 
annual meeting of the Federacion Cafetalera de America. 

The meeting, originally scheduled for April, has been 
postponed to May 19th-23rd. It will be held at the 
Hotel E] Panama, Panama City, Panama. 

Other items on the agenda include: 

The need for more coffee propaganda, especially in 
Europe. 

A project 
FEDECAME 

A project to creat an advisory committee on coffee 
within the structure of FEDECAME. 


to create an advistory committee on coffee 
area. 


classification 


Coffee price pact impractical, McKiernan 
says in Africa; sees efforts on standards 


National Coffee Association President John F. Mc- 
Kiernan, in Uganda for a two-day visit in the course of 
a tour of African coffee producing territories, said the 
purpose of his visit was to see how coffee was grown, 
processed and prepared for shipment, and to learn the 
local problems of African producers who are playing a 
more and more important part in the American coffee 
market. 

Increased consumption of soluble coffee was probably 
the biggest factor making for higher imports of African 
American imports of African coffee 
as a whole have risen by 150% in five years. 

Asked his views about moves for regulating 
prices Mr. McKiernan said, ‘We think free trade is the 
We 
believe in fair prices to the producer, but we must re- 
that the ultimate arbiter of 
I don’t think an international coffee agreement 


Robustas, he said. 
cofttee 
most successful way for free enterprise to continue 


member the consumer is 
prices. 
is practical.” 

Mr. McKiernan said he was glad to hear African cof 
fee producing countries were considering giving increased 
support to coffee publicity and sales promotion campaigns 
In the territories he visited, he keen 
coffee marketing 


found a interest in 


and a desire to improve standards 
coupled with willingness to meet requirements of the 
trade.” 

After visiting Kampala, Mr. McKiernan was scheduled 
to go to Nairobi and Addis Ababa. 
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Lighter, stronger jars for instant coffee 


packaging announced by Sol Cafe Company 


Shipments of the Sol Cafe Manufacturing Corp.'s 
private label coffee will soon be made in a glass jar that 
is not only lighter in weight but stronger as well, ac- 
cording to Connor Lawrence, Sol Cafe’s general manager. 

The new jar is the result of 18 months of tests and ex- 
periments in cooperation with the research and develop- 
ment laboratory of a major glass manufacturer. 

A radical departure from the old formula of manu- 
facturing and molding, the new glass will have results 
of great significance, Mr. Lawrence points out. The 
gross weight of a case of instant coffee will be reduced 
In trucking terms, this 
Cus- 


by exactly one pound, he said. 
means the elimination of 2,500 Ibs. of deadweight. 
tomers will enjoy a corresponding reduction on ‘'be- 
yondage” freight charges, and will be able to place a 
greater assortment of merchandise on trucks leaving their 
warehouses. ‘‘Beyondage” on instant coffee alone will 
also be less 

Mr. Lawrence has advised his customers that Sol Cafe 
expects to be in full production with the new jar before 
June Ist, and that shortly thereafter all shipments will 
be made in the new containers. 

Mr. Lawrence stresses that the outward appearance of 
the jar will not be changed in any way, and that no 
modification to labels, jar caps or cartons is necessary. 


Kroger expanding instant plant 

The Kroger Co. is installing new equipment to double 
the capacity of its instant coffee plant, Joseph B. Hall, 
president, declared recently. 

Kroger’s food manufacturing plants include two coffee 
roasting plants and the instant plant, which was opened 
in January, 1957. 


Second Nescafe caravan tours Southeast 


A second Nestlé Hospitality Caravan sampling Nes- 
café, Nestea and Quik in front of supermarkets and 
groceries, or in parking lots adjoining them has just be- 
gun a tour through the Southeast 

Manned by salesman Ovel Smith and Mrs. Smith, the 


new caravan is a complete unit, a compact, spotless kitchen 
on wheels. 

Completely equipped with a stove, monel metal sink, 
ice box, mixing equipment and cabinets and a_ public 
address system, the Nestlé vehicle has side panels which 
open to disclose the gleaming serving counters. 

Appearances in each town are arranged with dealers 
and are designed to draw customers to stores through 
advertising and publicity placed by Mr. Smith on behalf 
of Nestlé’s. People who sample the various products 
are urged to buy them at the store. In effect, the Hospi- 
tality Caravan is a traveling sales promotion device bring- 
ing the dealer extra business. 

Success of the original Caravan, now touring the Mid- 
west prompted addition of the second unit. 

Mr. Smith has been a Nestlé salesman for nine years, 
the last three in the South. Mrs. Smith has already 
had experience as a demonstrator of the company’s pro- 
ducts at conventions and exhibits. 


Westinghouse water ‘‘cooler” serves 
hot water as aid to coffee break 


A water ‘cooler’ that delivers both steaming hot and 
ice cold and has an storage section for 
cups and packets of instant coffee, as well as chocolate 
and soups, is being introduced by the Westinghouse 
Electric Corp. 

Called the “Hot and Cold” Water Cooler, the new 
product makes the American institution of the coffee break 
more convenient than ever before and helps employers 
save money by reducing time spent away from work 
during the coffee period, Westinghouse says. 

The unit will be used in conjunction with the many 
brands of instant coffee, hot chocolate and soups now 
available in single packages from many leading instant 


wacer accessory 


food producers. 

Electrically operated and requiring no plumbing, the 
unit looks just like a standard water cooler which uses 
three or five gallon water bottles. However, it has two 
pushbutton water taps, one for cold water and the other 
for hot. 

The hot water is produced in a two quart rapid heating 


unit which dispenses 190° water. 


Red Rose Instant Coffee introduced 
The T. H. Estabrooks Co.. Ltd., Montreal 


tea packers, is launching a new instant coffee in the 
Canadian market under the Red Rose label. 
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101 REASONS WHY WE CAN SERVE YOU BETTER 

Our 101 years of service, combined with the most modern facilities, are your 
assurance of the highest quality. 

PRIVATE LABEL BLENDING, ROASTING, PACKING 

Tea Bag Packing — to specifications. Vacuum Tins, 1-lb. Paper Bags, Res- 
taurant Packs. 2-0z., 4-0z., and 6-oz. Instant. 


We offer you a complete service: 


Supplying green coffee, roasting to your 


specifications, blending to your standard, packing under your label. Samples 
of your coffee matched and prices quoted. 


EPPENS, SMITH c6.. INC. — Direct Importers of Coffee and Tea 
51-02 21st Street, Long Island City 1, N. Y. * Telephone EXeter 2-0600 


Ted Seidel 


Herbert Powers, 


Manager, Baltimore: 4033 West Rogers Ave. « E. 
Manager, Philadelphia: 53 S 


Lee Foster, Manager, Boston: 156 State St 


Front Street Buying Office, New York: 100 Front Street 
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dinner marks Exchange's 75th birthday 


(Continued from page 48) 





Orleans Cotton Exchange and the executive secretary of 
the New York Produce Exchange. 

Senator Capehart predicted the possibility that agri- 
cultural exports from the United States to Latin America 
will approach one billion dollars a year within a decade. 

During the 83rd Congress, Senator Capehart led the 
members of the Senate Committee on Banking and Cur- 
rency, of which he then was the chairman, on a 51-day 
tour of Latin American republics. He held more than 
300 meetings with government, business and civic groups, 
seeking means by which Congress could assist in facilitat- 
ing international trade. Senator Capehart is now the 
ranking Republican member of the Banking and Cur- 
rency Committee 

“Our future is entwined with that of Latin America,” 
the senator said. “Our prosperity is dependent in large 
part on their prosperity and advancement toward a higher 
standard of living.” 

Senator Capehart pointed out that coffee, most of 
which comes from Latin American countries, represents 
our greatest single import, and that sugar is overwhelm- 
ingly the most important product of Cuba. In addition, 
Argentina, Colombia and Haiti are sizable exporters of 
sugar. Both products are extremely important to the 
economies of both the American continents, he empha- 
sized. 

The 75 years since the Coffee & Sugar Exchange was 
founded were “eventful and often stormy years—en- 
compassing as they do two world wars, the Spanish- 
American and Korean wars, and the present cold war,” 
Mr. Israel declared. 

“Throughout these turbulent times the Exchange not 
only survived, but expanded, so that today New York is 
the center for world trade in coffee and sugar. 

“For this achievement, most of the credit must go to 
that group of wise and forward-looking men who organiz- 
ed the Exchange 75 years. Their names are revered in 


our business.” 


President of Araban Coffee Co. dies 

Thomas Courtney O'Hare, a Boston attorney and 
president of the Araban Coffee Co., died recently in the 
Phillips House of Massachusetts General Hospital. He 
was 67. 

He was a graduate of Boston College and Northeastern 
Law School and Harvard Graduate School of Business 
Administration. 

He leaves a wife, a brother, and a sister. 


C. J. Tschiedel dead at 80 

Charles Joseph Tschiedel, former owner of the Nueces 
Coffee Co., Corpus Christi, Texas, died recently at the 
age of 80. 

He had retired from the coffee company in 1928. 


Coffee-break Sentinel 


A survey in Sentinel, Okla., a town of 1,200 shows 
that the four restaurants serve 5,000 cups of coffee to 
between-meals customers each week. 
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Leon Israel & Bros., Inc. 
Coffee Importers 
NEW YORK 
101 FRONT ST. 


SAN FRANCISCO NEW ORLEANS 
160 CALIFORNIA ST. 300 MAGAZINE ST. 


AGENTS FOR 
LEON ISRAEL AGRICOLA E EXPORTADORA S/A 
(BRAZIL) 


Coffee Planters & Exporters 


SANTOS @ RIO DE JANEIRO 
PARANAGUA @ ANGRA DOS REIS 


General Agents for Europe 


ISRAEL (LONDON) LTD. 
110 Cannon St., London E.C. 4, England 
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BOWEN ENGINEERING, INC. 
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Write for illustrated booklet— 
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huge drive for “iced coffee break" 


(Continued from page 45) 





point-of-sale activity which will be focused on iced coffee 
in June, a greater consumer awareness of iced coffee 
should be created, and if your restaurant accounts fea- 
ture iced coffee heavily, the promotion should pay big 
dividends for them too. 

“Just for this kick-off promotion we've designed a 
striking three-dimensional display piece to feature coffee 
and a related-item. Here's how it works. Let's say you've 
worked out a store tie-in with one or all of the par- 
ticipating companies. You put up a display in the coffee 
department featuring your coffee and their product 
They put up a display in their product's department fea- 
turing their product and your coffee. Or together you 
build mass displays, topped off with the three-dimensional 
piece, selling both products.” 

Among the SEP trade relations people, Carnation, Gen- 
eral Mills and Wilson, there will be over 3,000 men in 
the field—apart from the coffee industry itself—working 
to put over the iced coffee promotion. 


Other iced coffee selling aids for the roaster include 


“Icicle Kits: Eight 10 x 
four imprinted (‘‘Perk up 
Try chocolate in Iced Coffee” 
Coffee’"’—"'Try whipped cream in Iced Coffee”) and four 
blank for brand or related-item imprint (or grease pen- 
Use as over-the-wire banner, window or wall pos- 
food 


20” ice-blue icicle pennants 
take an Iced Coffee-break”’ 
Try ice cream in Iced 


cil) 


ters. 20¢ per set (14 cost.) For restaurants and 
stores. 

Window posters: 81 x 20” Slogan—''Perk up—take 
an Iced Coffee-break"". Have large imprint area, price 


$2.00 per hundred (14 cost). For restaurants 


bullet 
and food stores. 

Giant glass: Principally for restaurant use. Reads 
“Perk up—take an Iced Coffee-break’. Big (11 x 28”) 
and colorful. $2.00 per hundred (14 cost). 

TV slides: Illustration of glass of iced coffee plus 
message: ‘Perk up! Take an Iced Coffee-break”, 2” x 2” 
glass mounted, conforming to TV station standards. 
Sample iced coffee commercials with each order. 25¢ 
each slide (14 cost). 

Newspaper mats: Read ‘Perk up! Take an Iced Coffee 
break’’. Have line illustration of glass of iced coffee 


Available in 1 column x 2” and 2 column x 3” sizes. 


5¢ each. Room for brand message. 

Truck posters: 3014 x 20/4”. Bright, attention-getting. 
Carries slogan “Perk up! Take an Iced Coffee-break.”’ 
$10.00 per hundred. 

Also, for continuing the iced coffee campaign through- 
out the summer, there's material based on the slogan 
“Cool off with GOOD Iced Coffee’. 

Mobiles: Platform holds a can (empty) bag or jar. 
Features Iced Coffee, Iced Coffee Julep, Iced Coffee Float. 
Once put up—they stay up. 50¢ each as long as they 
last. 

Shelf talkers: Feature ‘good iced coffee’ slogan, have 
100 recipe sheets (Coffee Float, Iced Coffee Mocha, Spiced 
Iced Coffee and Iced Coffee Viennese). 10¢ each. 

TV slides and telops: Two telops and two slides plus 
iced coffee copy that features regular Iced Coffee and an 
Iced Coffee Float (iced coffee with ice cream). $1.00 per 
set. 

In addition, the Bureau has available, at no charge, 
suggested radio commercials for brand promotion of iced 
coffee. 

Further promotion of the iced coffee campaign dunng 
the entire summer is planned by the Bureau's public 
relations and consumer services departments. Included 
will be news releases, special promotions, recipes and 
photos, all centered around the theme, “New Ways to 


Take an Iced Coffee-break” 


J. B. Martinson named board chairman, 


Neuman president of Jos. B. Martinson & Co. 


The election of Joseph B. Martinson as chairman ot 
the board and Jerome S. Neuman as president of Jos. 
Martinson & Co., Inc., New York City, was announced 
last month by the 58-year-old coffee company. 

Mr. Martinson had been president and Mr. Neuman 
executive vice president. 

At the same time, Morris Goldes, former comptroll¢r, 
was elected executive vice president; Lillian $. Blum, v:ce 
president and treasurer; Edward T. Down, vice president 
in charge of grocery sales; and Milton Neuman, assistant 
to the president. 

Jerome S. Neuman is well known in coffee and grocery 
trade circles. He has been with Martinson’s for more 
than 36 years. 
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W. H. KUNZ & CO. 


New Orleans 12, La. 
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Do’s and donts on cleaning 


aluminum coffee makers 


These do’s and don'ts on cleanmy 
aluminum coffee makers were recently 
outlined to home economists by the Alu 
minwn Goods Manufacturing Co., Manito 
woc, Wis., producers of Mirro coffee 


putkers 


“First of all, we all recognize that an 
unclean coffee maker is the principal cause 
of off flavor coffee. Unfortunately, many 
people are careless about cleaning their 
coffee makers and the once over lightly 
treatment results in a deposit of stains 
and oils which cause bad tasting coffec 

“Every coffce maker should be washed 
thoroughly in hot suds, rinsed and dried 
after each use. Spout, tube and hard-to- 
reach parts require cleaning with a perco- 
lator brush 

“There is another cause of off flavor 
coffee which may occur in what appears 
to be a perfectly clean pot We refer 
to the company coffee maker which 
stands on the shelf and is used pet 
haps only two or three times a month 
While this coffee maker is standing 
unused, oxidation products, like — the 
tarnish that occurs on silver, accumu 
ate and will impart a bad taste t 
coffee unless they are removed before 
the pot is used. That is why we al 
ways recommend that an aluminum 
coffee maker that has not been used 
for ten days or longer be washed 
thoroughly and scoured lightly on the 
inside with a steel wool pad, then 
rinsed 

“We will be most appreciative 1f you 
will pass this information on to yout 
customers and students and they will 
be, too! And, please, tell them not 
to use baking soda to sweeten the pot 
Baking soda, like any alkali, discolors 
aluminum, 

“In addition to our campaign for 
regular cleaning, Mirro has developed 
a new coffee perk cleaner. It will re 
move accumulated coffee stains and 
oxidation products quickly and easily. 
Just follow directions by placing one 
teaspoon of the cleaner in the pot and 
fill with boiling water. Let stand 15 
to 20 minutes. Then wash, rinse and 
dry. It’s that simple. 

“It’s recommended for cleaning othe 
types of coffee makers, too—steel, glass, 
etc.—and it’s excellent for removing 
stains from teapots.” 


Mirro Coffee Perk Cleaner is a mild 
alkaline cleaner containing solvents for 
organic deposits left in coffee making, 
the company explained. The product was 
formulated for the express purpose for 
removing coffee stains. It is a granwar 
material which will not cake im storage, 
which assures a long shelf life 

The cleaner ts recommended for all 
coffee makers, tncluding those in restau 
rants Use one teaspoonful for each 
eight-cups capacity. Thus would amount 
to about six teaspoons, or two tablespoons 
full for a 48 to 50 cup urn 
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This machine can save you 
$10,000 to *20,000 per year 


if you package in 


Automatically makes, fills and seals 2 
30 to 50 hags per minute—and = * 
cuts your labor costs up to 80%! 


THE LOW price of the new Triangle 
Elec-Tri-Flex makes it a highly prof.- 
itable investment for small plants as 
well as large ones. It costs but about 
¥2 as much as previously available 
machines for the same purpose. It 
will package up to 24,000 bags per 
day, yet will pay for itself in one 
year on 3,000 bags per day. 

It’s a money saving, one-man 
packaging department. Every bag is 
perfectly formed from roll stock. 
Every bag is precision-filled by weight 
or volume as required. Every bag 
is tightly sealed and automatically 
discharged from the machine. Every 
printed bag is accurately registered 
by electric eye. 





The Elec-Tri-Flex is extreme- 
ly simple, yet has every control 
and adjustment required to 
meet your specific need. 

Here is the means to slash 
the costs of your packages and 
your packaging operations— 
save on materials, labor and 
floor space. 

Get all the facts and figures 
and you'll see the savings in 
it for you. Send the coupon 
today. There is no obligation. 


TRIANGLE 
PACKAGE MACHINERY CO. 
6663 West Diversey Ave. 


Chicago 35, Il. : CLIP TO YOUR LETTERHEAD 


VERSATILE 


@ Dry products of all kinds filled 
by weight or volume. 


@ 30 to 50 pillow style bags per 
minute—single or double wall 
— printed or plain — large or 
small. 


Wide range of products and 
package sizes can be handled 
on one machine—change over 
is simple ond fast. 


AND MAIL TODAY! 


. , ! TRIANGLE PACKAGE MACHINERY CO. 
MAIL THE COUPON for literature} | 4663 W. Diversey Ave., Chicago 35, Ill. 


and prices and free slide rule calculator 
showing low net cost per day to own 


the Elec-Tri-Flex. Your Name 
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Premium activity 
at new peak last 
year, survey shows 


\ detailed overall market 
premiums, 
has been 


Advertising 


study 
kind evel 
he Pre 


Association ot 


the first of its 
made, released by t 
mium 
America 

It reveals that premium activity last 


More 


re spondent ( 


year reached a new peak than 


nine out of ten of the 
sumer goods companies indicated they 
were either using more premium pro 
in 1956 than in the record 

1955, or the same amount 
The new national study of 1955 and 
1956 “Premium Use and Supply” was 


PAAA by Dr. Ar 


protess 


conducted 
nold C 
marketing 
Graduate S$ 
tration. 

More than 
suppliers and advertising agencies wer¢ 
surveyed in this first 
an objective and comprehensive 
view of some of the detailed character- 

of premium use and supply. 


associate 
the New York Unive 


ol of Business Adminis 


rbin, 


15,000 premium users 
attempt to get 


overall 


“Much has been written about pre 
mium activity, some research has been 
done in some areas, but the large gaps 
in business knowledge about this im 
portant phase of marketing indicated 
the need for a survey of this type,” 





according to PAAA president Gordon 
Bowen. “This new survey, which was 
made absolutely independently of the 
PAAA or any group or individual in 
the premium field, is a con 

ard filling some of those 


volved 


reple ¢ 
th detailed stati -harts and othe1 
Data is broken down ino three 
principal headings: “Premium Users,” 
“ Advertising 


data 


“Premium Suppliers” and 


Age ncies i 


Hers t some f the highlights 
Premium users 


Almost one out ot sevel 
than $100,000 annually 


kx penditure 
users spends more 

premiums 

Types used: The self-liquidator is the 
most popular f consumer premiun 
ffer by the non-retailer (50.4%). The 
most px 


ypular trade offer is the incentive 


type directed to the company’s own sales 
men (60.4%). Retailers make most fre- 
quent use of the straight giveaway, with 
the purchase merchandise (48.8% ). 


Non-retailers use 
o get new customers 


or Use 


Reasons 
consumer premiums t 
for an existing product (72.2%) and to 


regular us¢ 
trade 


achieve more frequent or 
(52.4% ) Non-retailers also use 
premiums mainly to stimulate the sales 
Store re- 
to bring 


force (32.7%) and to “load.” 
tailers use premiums primarily 
in new customers (76.2%) and hold cur 


rent customers (73.0%). Non-store re- 


PREMIUM ATTRACTION 


for increased sales action! 


5 PIECE 


Catlery Set 


In Cutting Board Knife Rack 


aminated 
cherry 

, place 
1 cabinets. 


A sure-fire premium that every woman wants! A premium 
that brings them in . . . stimulates new sales . . . and opens 
Act now and send for complete 
details of the famous Cattaraugus Cutlery line. 


Dept. C 


CATTARAUGUS CUTLERY CO. 


LITTLE VALLEY, NEW YORK 


new accounts for you! 


Set No. 30 
Sample $9.75 
Quantity prices 
on request 
Knives may be pur- 
chased individually 
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tailers use them to stimulate sales by 
direct tie-in with purchase (60.9%), to 
reward customers for new-customer re- 
ferral (56.5%) and to act as a door 
opener (50.7% ). 
Responsibility for premium 
Among large non-retailers, the merchan 
sales promotion manager plays 


functions 


dising or 
the kev role However, as size of uset 
considerably 


\mong re- 


there 1s 
function 


dec reases, 
specialization of 
tailers, top management is the dominant 
factor 

The agency's rol \ majority of users 
do not use an advertising agency in con- 
This is especially 
However, 


‘ 
nection with offers 


true for retailers (87.8%) 


large users make greater relative use of 
ncies than do small users 

Types of suppliers used Users ex 
clear-out preference for direct 
This tendency is pro- 


press a 
buying (76.2%) 


nounced among large users and non-re- 

tailers 
Vethods 

ket contact by interviewing 


reps is the principal method 


contact with market: Mar 
suppliers’ 
salesmen or 
(78.6% ). 
Area covered by offers 
as a whole, more use local offers (46.1%) 
35.7%) or national 
This is also true for 
Among non-retailers, 
(46.1%) and sectional 
predominate, in that 


\mong users 
than sectional (35.7 
(34.3%) offers 
most retailers 
however, national 
(41.9%) offers 
order 


) 


Premium suppliers 


Suppliers’ sales volume: <A little more 
than half (55.5%) sold more than $50,- 
000 in premium merchandise in 1955. Al- 
most three in four estimated an increase 
in their 1956 premium sales volume re- 
sults. For the majority of suppliers 
(53.0% ), premium volume is 10% or less 
of total sales, while three in ten say it 
runs from 20% to 50% 

Best approach to users: The majority 
say the best way is through the pre 
mium buyer (59.6% ) 

Who are suppliers’ customers? Manu- 
facturers are the leading customers of 
suppliers (62.4%), well over wholesalers 
(43.1%), retail store operators (39.1%) 
and trading stamp companies (38.2%). 

Methods of contacting users: Personal 
selling by their own salesmen is the most 
method of contacting 
Then, advertising (both 

36.7%) and trade paper 
No one method is used ex- 


frequently used 
users (72.9%) 
direct mail 
(34.9%). 
clusively. 
Extent of servicing 
erally, suppliers do not 
premium deals. However, 
servicing by shipping in unit 
(39.2%). Large suppliers tend to per- 
form more servicing functions than small 


contracts: Gen 

“service” their 
many assist 
packages 


suppliers 

Area covered: The general practice is 
to sell on a national basis (82.7%). More 
than four out of five suppliers do so, 
large suppliers to a greater extent than 
small ones 


Advertising Agencies 


Types of arrangements with clients: 
The most typical arrangement calls for 
(Continued on page 86) 

The Field 


Flavor 





Ae 


Ports and dates are subject to change, 
should exigencies require. Moreover, lines 
may schedule sailings not shown in this 


schedule. 


Abbreviations for lines 

Ahl Trans Car—Ahlmann Trans Carib- 

bean Line 
Alcoa—Alcoa Steamship Co. 
Am-Exp-—American Export Lines 
Am-Pres—American President Lines 
Arg-State—Argentine State Line 
Am-W Afr—American-West African Line 
B-Afr—Belgian African Line 
Barb-Wn—Barber Wilhelmsen Line 
Barb-Frn—Barber-Fern Line 
Barb-W Afr—Barber-West African Line 
Brodin—Brodin Line 
Cunard—Brocklebanks Cunard Service 
Delta—Delta Line 
Dodero—Dodero Lines 
Dreyfus—Dreyfus Lines 
Ell-Buck—Ellerman & Bucknell S.S. Co. 
Parrell—Farrell Lines 


Grace—Grace Line 


Granco—Transportadora Gran 


Colombiana, Lida. 
Gulf—Gulf & South 
Co., Inc. 


America Steamship 


Hol-Int—Holland-Interamerica Line 


SAILS SHIP 
ABIDJAN 


4/13 Del Santos Deita 
4/24 Tana Am-W 
4/27 Del Campo Delta 
5/12 Del Rio Deita 
5/23 Del Valle Delta 


ACAJUTLA 


4/12 El Salvador 
4/16 Managua 
5/13 Copan 


AMAPALA 


5/10 Costa Rica Mam 
4/18 El Salvador Mam 
4/22 Managua Mam 
5/15 Copan UF ruit 


BARRANQUILLA 


4/13 Santa Cruz Grace 
4/14 St. Nicholas Granco 
4/1€ Santa Teresa Grace 
4/21 Loviand UFruit 
4/23 Santa Catalina Grace 
5/5 Marna UF ruit 
5/14 Vera Cruz UF ruit 


BARRIOS 


4/12 Choluteca UFruit 
4/18 Cubahama UF nuit 
4/19 Kirsten Torm UFnuit 
4/22 Telde UF rit 


APRIL. (957 


N04/28 Ho5/3 
Afr USA5/15 
N05/13 H05/18 
N05/29 H06/2 
N06/8 H06/13 


H05/5 N05/8 
NY5/15 
CR*5/18 NY5/26 


NY5/1 

H05/5 N05/8 
NY5/15 
Cr°5/18 NY5/26 


LA5/7 SF5/9 PS5/18 
Ba4/24 Pa4/25 NY4/27 
NY4/24 Ba4/27 
NY4/28 

NY5/1 Pa5/4 

N¥Y5/12 

N05/20 


NY4/21 
Ho4/22 
NY4/27 
N04/28 


A SUMMARY OF INWARD - BOUND SCHEDULES ON THE COFFEE AND TEA BERTHS 


IFC—I.F.C. Lines 
Independence—Independence Line 
lsthmian—lIsthmian Lines, Inc. 
JavPac—fava-Pacific Line 
Lamp-Ho—Lamport & Holt Line, Ltd 
Lloyd—Lloyd Brasileiro 

Lykes—Lykes Lines 

Maersk—Maersk Line 
Mam—Mamenic Line 
Mormac—Moore-McCormack Lines, Inc 
Nedlioyd—Nedlloyd Line 
Nopal—Northern Pan-American Line 
Norton—Norton Line 

PAB—Pacific Argentine Brazil Line 
PacFar—Pacific Far East Line, Inc. 
PacTrans—Pacific Transport Lines, Inc. 
Pioneer—American Pioneer Line 
Prince—Prince Line, Ltd. 
PTL—Pacific Transport Lines, Inc. 

R Neth—Royal Netherland Steamship Co 
Robin—Robin Line 

Royal Inter—Royal Interocean Lines 
SCross—Southern Cross Line 
Sprague—Sprague Steamship Line 
Stockard—Stockhard Line 
Swed-Am-—Swedish American Line 
Torm—Torm Lines 

UFruit—United Fruit Co. 

Wes-Lar—W estfal Larsen Co. Line 
Yamashita—Yamashita Line 


COFFEE BERTHS 


SAILS SHIP LINE 


4/26 Catherine Sartori U Fruit 
4/29 Cubahama UFruit 

29 Leon UFruit 
5/3 Candida UFruit 
5/6 Lempa UFruit 
5/9  Cubahama UFruit 
5/10 Choluteca UFruit 
5/13 Telde UF ruit 


BUENAVENTURA 


4/11 Cali Granco 
Santa Flavia Grace 
Cuenca Granco 
Santa Maria Grace 
High Pt. Victory Grace 
Santa Cruz Grace 
Santa Margarita Grace 
Medellin Granco 
Santa Barbara Grace 
Santa Luisa Grace 


CARTAGENA 


4/11 St. Nicholas Granco 
4/13 Santa Paula Grace 
4/20 Santa Rosa Grace 


CORINTO 


4/13 Costa Rica 
4/20 El Salvador 
4/24 Managua 


CORTES 
4/13 Choluteca UFruit 


NANI HMA | 


Abbreviations for ports 
At—Atlantic ports 
Ba—Baltimore 
Bo—Boston 
CC—Corpus Christi 
Ch—Chicago 
Chsn—Charleston 
Cl—Cleveland 
De—Detroit 
Ga—Galveston 
Gf—Gulf ports 
Ha—Halifax 
Ho—Houston 
HR—Hampton Roads 
]x—Jacksonville 
LA—Los Angeles 
M/—Morntreal 
Mo—Mobile 
NO—New Orleans 
NY—New York 
Nf—Norfolk 
NN—Newport News 
Pa—Philadelphia 
Po—Portland 
PS—Puget Sound 
Sa—Savannah 


SF—San Francisco 
Se—Seattle 

St Jo—Saint John 
Ta—Tacoma 
Va—Vancouver 

WW’ 7—W tlmington 


Pa4/19 Ba4/20 NY4/21 
LA4/23 SF4/26 PS5/2 
Ho4/28 Ga5/3 N05/5 
NY4/23 

Ho5/1 NO5/4 

LA5/8 SF5/10 PS5/19 
NY4/29 

Pa4/30 Ba5/1 NY5/2 
NY5/7 

NY5/14 


Ho4/28 Ga5/3 NO5/5 
NY4/17 
NY4/24 


NY5/1 
Ho5/5 NO05/8 
NY5/15 


NY4/21 





SAILS SHIP 


Cubahama 
Kirsten Torm 
Telde 
Cubahama 


Leon 
Candida 
Cubahama 
Lempa 
Choluteca 
Telde 


VivVvivVivuuuULb & S&S 


CRISTOBAL 


5/10 Lempa 
4/27 Vera Cruz 
5/12 Verva Cruz 


LINE 


UFruit 
UF ruit 
UFruit 
UFruit 


Catherine Sartori UFruit 


UF ruit 
UF ruit 
UF ruit 
UFruit 
UF ruit 
UF ruit 


UF ruit 
UFruit 
UFruit 


DAR es SALAAM 


4 Sarangan 

4 Reuben Lipton 

4 Afr Crescent 
Afr Lightning 
Lawak 
Kertosono 


Nedilyod 
Lykes 
Farrell 
Farrell 
Nedlloyd 
Nediloyd 


SALVADOR 


Stromboli 
Washington 


GUATEMALA 


5/10 Stromboli 
5/25 Washington 


GUAYAQUIL 


4/11 Cuenca 


Italian 
French 


Italian 
French 


Granco 


NY5/17 LA6/4 SF6/7 P06/13 Se6/17 Va6/19 
Gulf5/29 

NY5/22 

NY6/9 

NY7/21 LA8/8 SF8/12 Po8/18 Se8/22 Va8/24 


NY8/18 LA9/4 SF9/7 Po9/13 Se9/17 Va9/19 


LA5/18 SF5/22 Va5/28 Se6/2 P06/6 
LA5/31 SF6/4 Va6/10 Se6/14 P06/16 


LA5/18 SF5/22 Na5/28 Se6/2 P06/6 
LA5/31 SF6/4 Va6/10 Se6/14 Po06/16 


Ho4/28 Ga5/3 NO5/5 


SAILS LINE 


4/15 Manizales 
4/19 Medellin 


SHIP 


Granco 
Granco 


LIBERTAD 


Mam 
Mam 
UF ruit 


E! Salvador 
Managua 
Copan 


UNION 


E| Salvador 
Managua 
Copan 


Mam 
Mam 
UFruit 


LIMON 


ll Marna 

18 Loviand 

25 Vera Cruz 

25 Christine 
Marna 
Loviand 
Vera Cruz 


UFruit 
UFruit 
UF ruit 
UFruit 
UFruit 
UFruit 
UFruit 


Am-WaAfr 
Farrell 
Farrell 
Am-WAfr 
Farrell 
Farrel! 
Am-WaAfr 


Afr Pilot 
Afr Pilgrim 
Fernfiord 
Afr Grove 
Afr Patriot 
Fernriver 


vw uw 


LUANDA 
4/15 
4/16 
4/18 
4/19 


Am-WaAfr 
Farrell 
Farrell 
Delta 


Tatra 

Afr Pilot 
Afr Pilgrim 
Del Campo 


DUE 


Pa4/24 Ba4/26 NY4/27 
Pa4/30 Ba5/1 NY5/2 


Ho5/5 N05/8 
NY5/15 
Cr°5/18 NY5/26 


Ho5/5 N05/8 
NY5/15 
Cr°5/18 NY5/26 


USA5/15 
NY5/16 
NY5/22 
USA5/31 
NY5/30 
NY6/11 
USA6/ 30 


USA5/15 
NY5/16 
NY5/22 
N05/13 Ho05/18 





TO NEW ORLEANS AND OTHER 
U. S. GULF PORTS... FROM 
SOUTH AMERICA 


PARANAGUA, SANTOS 
RIO DE JANEIRO, VICTORIA 


Regular weekly sailings 


A Partner 
of the | 


~ Coffee Indystry 
since 1919 


Volar ue 


MISSISSIPPI SHIPPING COMPANY, INC. * NEW ORLEANS 
NEW YORK — CHICAGO 


WASHINGTON — ST. LOUIS 
AND LIBERIA 


AGENTS: Di | z 
RIO DE JANEIRO: DELTA LINE, INC, irect oe oe 
Rua Visconde Inhauma 134 y D at ome 
SANTOS: DELTA LINE, INC. 

Rua 15 de Novembre 176-178 

ABIDJAN & DOUALA 

Union Maritime et Commerciale 

LUANDA & LOBITO 

Sociedade Luso-Americana, Ltda. 

MATADI 

Nieuwe Afrikaansche Handels Vennootschap 


i 


=e, ™ a 


WEST AFRICA 


ANGOLA, BELGIAN CONGO, 
CAMEROONS, IVORY COAST, 





COFFEE & TEA INDUSTRIES and The Flavor Field 





SAILS SHIP LINE 


4/22 Fernfiord Am-WAfr USA5/31 

4/30 Afr Grove Farrell NY5/30 

5/4 Del Rio Delta NO05/29 Ho06/2 
5/8 Afr Patriot Farrell NY6/11 

5/15 Del Valle Delta N06/8 H06/13 
5/25 Fernriver Am-WAfr USA6/30 


MARACAIBO 
4/14 Santa Sofia Ba4/22 NY4/23 


MATADI 


4/12 Tatra Am-WAfr USA5/15 

4/15 Afr Pilgrim Farrell NY5/22 

4/17 Del Campo Deita NO05/13 Ho05/18 
Fernfiord Am-WAfr USA5/31 
Del Rio Delta NO5/29 Ho06/2 
Afr Patriot Farrell NY6/11 
Afr Grove Farrell NY5/30 
Del Valle Delta N06/8 Ho06/13 
Fernriver Am-WAfr USA6/30 


Sarangan Nediloyd NY5/17 LA6/4 SF6/7 P06/13 Se6/17 Va6/19 
Reuben Tipton Lykes Gulf5/29 

Lawak Nedlloyd NY7/21 LA8/8 SF8/12 Po8/18 Se8/22 Va8/24 
Kertosono Nedlloyd NY8/18 LA9/4 SF9/7 P09/13 Se9/15 Va9/19 


PARANAGUA 


Bolivia Lloyd NY4/30 
Peter Jebsen Nopal NO5/2 Ho5/6 


Mormacland Mormac LAS/14 SF5/16 Va5/20 Se5/25 Po5/27 
Mormacyork Mormac NY5/2 Bo5/6 Pa5/8 Ba5/10 Nf5/11 
Antonina Brodin Ba5/7 NY5/9 Pa5/12 805/14 MI5/18 to the coffee trade 

Haiti Lloyd NY5/10 

Paraguai Lloyd N0O5/11 Ho5/17 

Mormachawk Mormac. . Jx5/11 Ba5/15 Pa5/16 NY5/18 Bo5/21 Mi5/25 =e ; 

Trader Nopal NO5/12 Ho5/16 Flying high over the decks of trim, modern Santa ships, 
Mormacteal Mormac NY5/18 Bo5/22 Pa5/23 Ba5/25 Nf5/26 

Mormacsurf Mormac LA6/16 SF6/18 Va6/24 Se6/26 P06/28 
Honduras Lloyd = NY5/20 familiar in Latin American coffee ports. To exporters 
Del Viento Delta N05/24 Ho5/29 

Mormacsaga Mormac Jx5/25 NY5/29 Bo6/1 Pa6/3 Ba6/4 Nf6/5 
Cuba Lioyd = NY5/30 have been moving green coffee over vital inter-American 
Dei Monte Delta N06/2 Ho06/7 iis 

Mormacguif | Mormac LA6/16 SF6/18 Va6/24 Se6/26 Po6/28 trade routes for more than a century. 

Hardanger Wes-Lar LA6/15 SF6/18 P06/23 Se6/25 Va6/26 
Canada Lloyd NY6/10 

Brasil Lloyd N06/10 Ho06/15 

Del Aires Delta = N06/16 Ho06/21 the coffee trade, Grace Line links the major coffee 
Argentina Lloyd NY6/20 


the Grace Line flag is a symbol of service especially 


and importers alike, it is a reminder that Grace ships 


With schedules and itineraries keyed to the needs of 


4 
4 
4 
4 
4 
4 
4 
4 
4 
4 
4 
4 
5 
5 
5 
5 
5 
5 
5 
5 
5 
5 


ports of South and Central America with North American 


PUNTARENUS ports along both the Atlantic and Pacific coasts. When 
5/G Stromboli Italian LAS/18 SF5/22 Va5/28 Se6/2 Po6/6 quality coffees call for the best in experienced handling 
3/7 Copan UF OPS BVS/86 and swift, on-time arrival, it pays to rely on the 


dependable Santa fleet. 
RIO de JANEIRO 


Mormacland Mormac LAS/14 SF5/16 Va5/20 Se5/25 Po05/27 Fast dependable American Flag Service 
, 


Holberg Nopal N04/27 Ho5/1 
Argentina Mormac NY4/22 from COLOMBIA VENEZUELA 


Del Oro Delta N04/28 Bo5/3 ECUADOR PERU 

Mormacrey Mormac Jx4/27 Ba5/1 Pa5/3 NY5/4 Bo5/7 MI5/12 d 

Peter Jebsen Nopal NO5/2 H05/6 -” 

Bolivia Lloyd NY4/30 West Coast of CENTRAL AMERICA 
Del Norte Delta N0O5/2 to 


Mormacsea Mormac NY5/6 Bo5/9 Pa5/11 Ba5/13 
Antonina Brodin Ba5/7 NY5/9 Pa5/12 Bo5/14 MI5/18 NEW YORK LOS ANGELES 


Mormacsurf Mormac LA5/26 SF5/28 P06/3 Se6/4 Va6/5 PHILADELPHIA SAN FRANCISCO 
i a a “ wees BALTIMORE SEATTLE 

araguai oyd 0 

Trader Nopal NO5/12 Ho05/16 VANCOUVER, B. C. 

Brazil Mormac NY5/13 

Del Sud Delta N05/16 


Mormacteal Mormac NY5/18 Bo5/21 Pa5/23 Ba5/25 Nf5/26 
Honduras Lloyd NY5/20 
Dei Viento Delta N05/24 H05/29 


Mormacsaga Mormac Jx5/25 NY5/29 Bo6/1 Pa6/3 Ba6/4 Nf6/5 

Mormacguif Mormac LA6/16 SF6/18 Va6/24 Se6/26 P06/28 3 Hanover Square, New York 4, N. Y. Telephone: Digby 4-6000 
Del Monte Delta NO06/2 H06/7 ‘ 

Cuba Lloyd = NY5/30 Agents and Offices in All Principal Cities 


APRIL, 4987 69 








SAILS SHIP LINE DUE 
Hardanger Wes-Lar LA6/15 SF6/18 P06/23 Se6/25 Va6/26 


Regular Service Del Mar Delta N06/6 


Brasil Lloyd N06/10 H06/15 


From The Principal Brazilian Ports To: Canada Lioyi — NY6/10 
Del Aires Delta N06/16 H06/21 


NEW YORK NEW ORLEANS Argentina Lioyd — NY6/20 


SANTOS 


Del Oro N04/28 Ho05/3 

Peter Jebsen N05/2 Ho5/6 

Mormacrey Jx4/27 Ba5/1 Pa5/3 NY5/4 Bo5/7 MI5/12 
Bolivia NY4/30 

Del Norte N05/2 

Mormacyork NY5/2 Bo5/6 Pa5/8 Nf5/11 

Mormaciand LA5/14 SF5/16 Va5/20 Se5/25 P05/27 
Antonina Ba5/7 NY5/9 Pa5/12 Bo5/14 MI5/18 
Mormacsea NY5/6 Bo5/9 Pa5/11 Ba5/13 

Hardanger LA6/15 SF6/18 P06/23 Se6/25 Va6/26 
Haiti NY5/10 

Paraguai NO5/11 Ho05/17 

Mormachawk Jx5/1 Ba5/15 Pa5/16 NY5/18 Bo5/21 MI5/25 
Brazil NY5/13 

Del Sud N05/16 

Mormacsurf LA5/26 SF5/28 Po6/3 Se6/4 Va6/5 
Mormacteal NY5/18 Bo5/21 Pa5/23 Ba5/25 Nf5/26 
Honduras NY5/20 

Del Viento N05/24 Ho05/29 

Mormacsaga Jx5/25 NY5/29 Bo6/1 Pa6/3 Ba6/4 Nf6/5 
Del Monte N06/2 H06/7 

Cuba NY5/30 

Mormacguif LA6/16 SF6/18 Va6/24 Se6/26 P06/28 
Del Mar N06/6 

Brasil N06/10 Ho06/15 

Canada NY6/10 

Del Aires N06/16 H06/21 

Argentina NY6/20 


(Partrimonio Nacional) 


Owned and operated exclusively by the 
Brazilian Government, LLOYD BRASIL- 
EIRO includes the American Line in its 
list of services vital to Brazil’s trade re- 
lations with the commercial centres of 
the world. The American Line maintains 
regular service from the principal Brazilian 
coffee ports to New York and New Or- 
leans, with facilities (as cargo offers) at 
Philadelphia, Baltimore, Norfolk, Jackson- 


ville and Houston. 





Bringing North and South America nearer each other. LLOYD 
BRASILEIRO makes the Good Neighbor a Close Neighbor. 


AYVYYVVMVMYUYUUUUUU Ube eR eRe ER EEL 











NEW YORK NEW ORLEANS 


MPI 
17 Battery Place 305 Board of Trade Bldg. penenalatai 


4/22 Tunaholm Swed-Am 
5/11 Rydboholm Swed-Am 














TANGA 
fi? 15 Sarangan Nediloyd NY5/17 LA6/4 SF6/7 P06/13 Se6/17 Va6/19 
r 21 = Afr Crescent Farrell NY5S/22 
C 28 Reuben Tipton Lykes Gulf5/29 
9 Afr Lightning Farrell NY6/9 


Mb lS 19 Lawak Nediloyd NY7/21 LA8/8 SF8/12 Po8/18 Se8/22 Va8/24 
17 Kertosono Nedlloyd NY8/18 LA9/4 SF9/7 Po9/13 Se9/17 Va9/19 


AMERICAN FLAG SHIPS VERA CRUZ 


4/20 Tunaholm Swed - Am 
5/8 Rydboholm Swed-Am 


Freight & Passenger Service 
VICTORIA 


13 Del Oro N04/28 Ho5/3 
27 ~=~Paraguai NO5/11 Ho5/17 
9 Del Viento NO05/24 Ho5/29 
18 Del Monte N06/2 H06/7 
27 ‘Brasil N06/10 H06/15 
1 __— Del Aires N06/16 Ho6/21 


REGULAR SAILINGS FROM: 
East Coast United States and Canadian ports to 


TRINIDAD e BARBADOS e BRASIL 
URUGUAY e ARGENTINA 


United States West Coast ports to TEA BERTHS 


CANAL ZONE © COLOMBIA 
VENEZUELA e TRINIDAD © BRASIL | cA-co7™ 


Exminster Am-Exp Bo5/23 NY5/25 


URUGUAY te ARGENTINA City Barth Norton Bo5/31 NY6/1 Pa6/4 Ca6/5 Nf6/9 Ba6/11 
/ Steel Recorder Isthmian N0O6/15 


Empress Am-Exp Bo6/15 NY6/16 


United States East Coast ports to 7 Gunn Am-Exp Bo7/1 NY7/2 


NORWAY © DENMARK © SWEDEN | °° oo 879072 
POLAND e FINLAND cocuin 


Malayan Prince Ha5/20 Bo5/23 NY5/24 Pa5/29 Ba6/1 Nf6/3 
5 BROADWAY NEW YORK 4, N. Y. /24  Exminster Am-Exp Bo5/20 NY5/21 


Offices in Principal Cities of the World Silverstream = Kery_=— NY6/10 
Express Am-Exp Bo6/15 NY6/16 


Auvuum & & 
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SAILS 


5/22 
5/29 
6/1 

6/21 


SHIP LINE 


Cingalese Prince 
Silvermoon Kerr 
Exemplar Am- Exp 
Excelsior Am-Exp 


COLOMBO 


4/13 
4/13 


Deere IA 
NNN OW GH & 


on 


Coane 


VINE RUN NNN 


Macharda Cunard 
Maidan Cunard 
Magnolia State Isthmian 
Malayan Prince 
Exhibitor Am- Exp 
Taylor Am- Pres 
Peter Maersk 
Exminster Am-Exp 
Silverstream Kerr 
Lars Maersk 
Adams Am- Pres 
Steel Recorder Isthmian 
Express Am- Exp 
Cingalese Prince 
Olga Maersk 
Munroe Am- Pres 
Silvermoon Kerr 
Express Am- Exp 
Exemplar Am-Exp 
Luna Maersk 
Hayes Am- Pres 
Excelsior Am- Exp 
Lica Maersk 
Leda Maersk 


DJAKARTA 


4 
4 
4/ 
5 
5/ 
5 
5 
5 
5 
6 


Lars Maersk 

Grant Am- Pres 
Arthur Am- Pres 
Steel Admiral Isthmian 
Jefferson Am- Pres 
Seaborne Isthmian 
Luna Maersk 

Buchanan Am- Pres 
Stee! Architecht Isthmian 
Leda Maersk 


HONG KONG 


18 
20 
20 
20 
22 
2 


VAAAAAAAYYYUUUYUYUUB See 


Effie Maersk 
Hoover Am-Ures 
Troubadour Barb-Wn 
Adams Am- Pres 
Fillmore Am- Pres 
Wilson Am- Pres 
Chastine Maersk 
Fernbank Barb-Wn 
Monroe Am- Pres 
Golden Bear PacFar 
Nicoline Maersk 
Tungus Barb-Wn 
Arthur Am- Pres 
Hayes Am- Pres 
Japan Bear PacFar 
Johannes Maersk 
Pierce Am- Pres 
Keystone MarinerPacFar 
Coolidge Am- Pres 
Marit Maersk 
Buchanan Am- Pres 
Sally Maersk 


KOBE 


4/10 
4/24 
4/25 
5/9 

5/10 
5/25 
5/25 
6/9 

6/24 
7/9 


Fernmoor Barb-Wn 
Effie Maersk 
Troubadour Barb-Wn 
Chastine Maersk 
Fernbank Barb-Wn 
Tungus Barb-Wn 
Nicoline Maersk 
Johannes Maersk 
Marit Maersk 
Sally Maersk 


SHIMIZU 


4/11 


Rita Maersk 


APRIL, 1957 


DUE 


Ha6/23 Bo6/26 NY6/27 Pa7/2 Ba7/4 Nf7/6 


NY7/7 
Bo7/1 NY7/2 
Bo7/19 NY7/20 


Bo5/21 NY5/23 Wn5/28 Pa5/28 Nf6/1 Ba6/3 


$a5/16 NY5/21 Ho5/25 Ga5/26 
N05/22 


Ha5/20 Bo5/23 NY5/24 Pa5/29 Ba6/1 Nf6/3 


Bo5/19 NY5/21 


NY6/7 Bo6/12 Ba6/15 HR6/17 LA7/2 SF7/5 


NY5/24 MI6/7 
Bo5/20 NY5/21 
NY6/10 

NY6/8 MI6/22 


NY6/14 Bo6/19 Ba6/22 HR6/24 LA7/9 SF7/12 


N06/15 
Bo6/15 NY6/16 


Ha6/23 Bo6/26 NY6/27 Pa7/2 Ba7/4 Nf7/6 


NY6/23 MI7/7 

NY6/30 Ba7/5 HR7/7 SF7/27 
NY7/7 

Bo6/13 NY6/15 

Bo7/1 NY7/2 

NY7/7 MI7/21 


NY7/18 Bo7/24 Ba7/27 HR7/29 LA8/13 SF8/16 


Bo7/19 NY7/20 
NY7/22 MI8/5 
NY8/6 MI8/20 


NY6/8 MI6/22 

LA5/30 NY6/15 Ba6/19 Bo6/22 
LA6/8 NY6/24 Ba6/30 Bo7/4 
Bo6/26 NY6/27 

LA6/24 NY7/10 Ba7/16 Bo7/20 
Bo7/11 NY7/12 

NY7/7 MI7/21 

LA7/8 NY7/24 Ba7/31 Bo8/4 
Bo7/24 NY7/25 

NY8/6 MI8/20 


LA5/11 NY5/26 

SF5/7 

SF5/12 LA5/14 NY5/29 

NY6/14 Bo6/19 Ba6/22 HR6/24 
LA5/8 NY5/24 Ba5/31 Bo6/4 
SF5/20 

SF5/25 NY6/10 

SF5/27 LA5/29 NY6/13 

NY6/30 Ba7/5 HR7/7 

SF5/31 LA6/5 

LA6/12 NY6/28 

SF6/11 LA6/13 NY6/28 

LA6/8 NY6/24 Ba6/30 Bo7/4 
NY7/18 Bo7/24 Ba7/27 HR7/29 
SF6/16 LA6/21 

SF6/25 NY7/11 

NY8/3 Ba8/9 HR8/11 

SF6/30 LA7/4 

NY8/12 Bo8/18 Ba8/21 HR8/23 
LA7/11 NY7/26 

LA7/8 NY7/24 Ba7/31 Bo8/4 
SF7/25 NY8/10 


SF4/27 LA4/29 NY5/14 
LA5/11 NY5/26 
SF5/12 LA5/14 NY5/29 
SF5/25 NY6/10 
SF5/27 LAS/29 NY6/13 
SF6/11 LA6/13 NY6/28 
LA6/12 NY6/28 
SF6/25 NY7/11 
LA7/11 NY7/26 
SF7/25 NY8/10 


SF4/25 NY5/11 








NOPAL LINE 


The Northern Pan-America Line A/S 
Oslo 


Regular Service 
Fast Norwegian Motorships 


Coffee Service 


Brazil/U. S. Gulf 





General Agents 


Oivind Lorentzen, Inc. 
21 West Street, New York 6, N.Y. 
Whitehall 3-1572 


New Orleans—Bieh! & Co., Inc., Sanlin Bldg. 
Houston—Biehl & Co., Cotton Exchange Bldg. 
Chicago—F. C. MacFarlane, 2520 Bankers Bidg. 
Detroit—F. C. MacFarlane, 945 Free Press Bldg. 
Santos/Rio—Agencia de Vapores Grieg S/A 
Paranagua—tTransparana Ltda. 


Buenos Aires—International Freighting Corporation, Inc. 





FOR 
FAST DEPENDABLE DELIVERY 


... of your mild coffees 
to United States markets ... rely on 


UNITED FRUIT @ 
COMPANY 


Ctoomship Sowice 
Regular Sailings between 
GUATEMALA NICARAGUA 
EL SALVADOR COSTA RICA 
HONDURAS COLOMBIA 
and 


NEW YORK - NEW ORLEANS - HOUSTON 


NEW YORK: 

Pier 3, North River 
NEW ORLEANS: 
321 St. Charles St. 











ship that 
“extra cup” of 


Expert Handling of COFFEES 


WARD Zu 


GARCIA Se 
regularly scheduled sailings 


MEXICO ana CUBA 


Whrd a UCLA CORPORATION General Agents 


PIER 34 NORTH RIVER New York 13, N.Y. e WAtkins 4-4000 
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COFFEE 


Where you want... when you want it... 


% You irrives in perfect condition via Argentin 
State Lins just 14 
modern terminal, Pier 25, North River, New York 
* Fast 
the East Coast of 
skilled handling by expe 


flavor contamination 


ARGENTINE STATE LINE 


Boyd, Weir and Sewell Inc., 
24 State St.. New York 4 


days from Santos, 12 from Rio t 


modern freighters plus 4 new passenger liners serve 


South America immaculate holds 


rienced crews eliminate damage 


} 
General Age 


BO 9- 5660 





OFFEE SERVED ... as fine coffe 
shipments should be served! 


¢ Mamenic Lines | 


* REGULAR FAST SERVICE FROM =“ 
EL SALVADOR AND NICARAGUA TO 
* U.S. GULF AND ATLANTIC PORTS * 


BIEHL & CO., AGENTS ALL GULF PORTS 


UNITED. STATES NAVIGATION 


CO., INC., AGENT 


17 Battery Place, N. Y. 4 BOwling Green 9-6000 


COFFEE 


SAILS SHIP LINE DUE 


Barb-Wn SF4/27 LA4/29 NY5/14 
Maersk LAS/11 NY5/26 
Barb-Wn SF5/12 LA5/14 NY5/29 
Maersk SF5/25 NY6/10 
Barb-Wn SF5/27 LA5/29 NY6/13 
Maersk LA6/12 NY6/28 
Tungus Barb-Wa SF6/11 LA6/13 NY6/28 
Johannes Maersk SF6/25 NY7/11 
Marit Barb-Wn SF6/11 LA6/13 NY6/28 
Sally Maersk SF7/25 NY8/10 


13. Fernmoor 

26 Effie 

28 Troubadour 
Chastine 
Fernbank 
Nicoline 


NOQOVVUUUS & eB 


YOKOHAMA 


4/14 Cleveland Am- Pres 
Fernmoor Barb-Wn 
Rita Maersk 
Hoover Am- Pres 
Troubadour Barb-Wn 
Effie Maersk 
Wilson Am- Pres 
Chastine Maersk 
Fernbank Barb-Wn LA5/29 NY6/13 
Tungus Barb-Wn LA7/13 NY6/28 
Nicoline Maersk 6/12 NY6/28 
Johannes Maersk 25 NY7/11 

Marit Maersk ll NY7/26 

Sally Maersk SF7/25 NY8/10 


LA4/29 NY5/14 
NY5/11 


LA5/14 NY5/29 
NY5/26 


NY6/10 


Accepts freight for Atlantic and Gulf ports, with transshipment at Cristobal, C. Z. 


Columbus Line starts South American service 


Columbus Line, a new service of the Hamburg-South 


American Line is now 
The line will service 
of South America and the United States and Canada 
with 


in operation, 

the coffee trade between the East 

Coast 
Four ships are now in operation on this route, 

two more expected to be added shortly. Modern. first 

1951. 


class vessels built since ranging up to 9,500 tons, 


will be used in the service. 

The Glaessel Shipping Corp., New York City 
been appointed general agents for North America, The 
Kerr Steamship Co., Ltd., 
ports 

Former I.F.C 
Walter 
inward 
W. R. 


as trath« 


have 


Montreal, is agent for Canadian 
personnel now with the Columbus Line 
A. Nielsen as vice president; John H 
; } ! 

freight manager; J. J. McFall as_ trathc 
Hazard as assistant trafic manager; Rus 
representative and Herbert Williams 


include 

Egidy as 
manager; 
sell King 


as port supe rvisor 


trends in instant coffee 





regular coffee “exclusively” is decreasing 


apparently becoming aware, or 


the use of 
More 


believe, 


women are 
that there is no saving in the use of instant 
coffee. 

“special offers’ influence changes from favo- 
instances, but the 


Use of 
rite brand in many 
of women continuing with the “special offer” brand 


percentage 


has dropped radically in four years. 


A small 


(one-fourth) indicated 
they made iced coffee last summer. Use of regular 
base is about the 


among a group of women 


group of women 


and instant coffee as a same 
proportionally; however, ¢ 
who prepared it from both regular and instant 
types, 72.9% stated they preferred iced coffee made 
with the regular coffee product. 

76.6% of the Home Makers Guild consultants partici- 
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pating in this study indicated they had purchased some 
brand of instant coffee in the six months preceding receipt 
Another 16.1% stated they had 
previous to the six-month 


of the questionnaire. 


tried instant coffee sometime 


period, 
7.1% of the consultants indicated they had never used 
instant coftee. 


The tabulation of reasons given by women who had 


never used instant coffee their home is principally re 


lated to comparison with taste of regular coffee. The 


manner of expression changed, but the meaning is the 
same and slightly less important than two years ago 
Percentages indicated in this section relating to instant 


cotftee use are based on the 692 consultants who indicated 
had purchased instant coffee in the six months 


This particu- 


they 


period prior to receipt of the questionnaire, 


lar group is most important, because through experienc¢ 


they can offer the most effective information on which 


to base conclusions. They can be considered regular 


users of this product. 


Tables where percentages total more than 100% result 


from multiple answers received to the particular question. 


98.4% of the “six-month purchasers” actually had one 


or more brands of instant coffee in their home at th« 


time the questionnaire arrived 


Number of brands 


Fifty-four different brands were mentioned as actually 


being in the home at the time questionnaire was received 
In 1954, 


The consumption of instant coffee now as compared ti 


62 different brands were mentioned 


a year ago is remaining stable among a scacdicals 


greater number of families. 

The comparison of purchasing habits furnishes another 
example of the expanding use of instant coffee. The in 
creasing speed of turnover is illustrated in the accompany 
ing table (on frequency of purchase). 
indicated that at one tim 


iS.0% of the consultants 


or another they purchased instant coffee as a result of 


a premium, a coupon, a penny sale or a two-for-one salc 


offer. 
In this current survey, 75.3% of these “special offer 
indicated that the brand they bought was not 


From 


purchasers” 
the brand they were then regularly purchasing. 

brand, 18.0% 
continued to buy the same one. In answer to a similar 
question in the 1952 study, 53.3% stated they were then 


the group who purchased a “new” have 


using the brand introduced to them through a special 


ofter. 


The principal reasons for preferring the large con 


tainer have also reversed themselves over the past years; 


“convenience of supply” is more than 


This further substantiates the 


now important 


economy, increase in in 


stant coffee consumption within “users” homes. 
Another factor 


and popularity of instant coffee is the increase in the 


which points to the growth in use 


number of families who say they use the product “ex 


clusively’ 


Among families where both instant and regular coftee 


are used there has also been a slow but steady increase 


in the percentage of instant used to total coffee consump 
tion, 
t 


a number ot 
Although only 


The trend toward homemakers making 
cups in a dispenser” 
1.4% indicate they do this all the time, the 
who say they prepare it both “cup by cup” and “a number 


is continuing to rise 
number 


of cups in a dispenser” is also increasing. 

In the current determined 
women who prepare instant coffee “cup by cup” 
from the dining table and 
1952 


survey, it was that of the 
56.3% 
44.9% 


were 


always make it 
at the dining 
51.8% 


awa) 
these 
respectively It is still 
into an instant coffee package because 


make table. In figures 
18.20% and 


build 


important to 
appearance” 


at-the-table use con 


of its It is an accepted fact that 


sumption of any product is increased when the “original” 
conainer can be placed on the table 
have been 


the consultants reported that they 


Dhityprne 
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MANILA DIRECT 


MANILA - ILOILO - HONG KoNG 


CEBU - TAKAO - KEELUNG - JAPAN 


NEW YORK TERMINAL 
PIER D - JERSEY CITY © HEnderson 3-0508 or WOrth 4-3720 


CONTINUOUS RECEIVING 


STOCKARD STEAMSHIP CORP. 


Agents /General Agents 
17 BATTERY PLACE, NEW YORK 4, N.Y. WHitehall 3-2340 











ship your coffee 
via Grancolombiana 


COLOMBIA «© ECUADOR « PERU 


e EL SALVADOR 


GUATEMALA ¢ COSTA RICA ¢ CUBA 


MEXICO to 


ALL COASTS 


of the U.S. and Canada LOT 


General Agents 
Transportadora Grancolombiana, Ltda. 


New York 
52 Wall Street 


Agents 


Chicago Detroit 
208 South La Salle Street 1355 Book Building 


New Orleans and Houston: Texas Transport & Terminal Co., Inc 


Philadelphia: 
Los Angeles: Transmarine Navigation Corp. 
San Francisco: Balfour, Guthrie & Co., Ltd. 


Montreal: Robert Reford Co., Ltd. 
Boston: Boston Shipping Corp. 
Baltimore: Penn-Maryland S.S8. Corp 


Lavino Shipping Co. 
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Coffee Movement In The U. S. Market 


(Figures in 1,000 bags) 


Total 
Entries 


January 
February 
March 
April 


November 


iJecember 


January 
February 


March 





using instant coffee less than one year. 


Use habits—iced coffee 


all 
f 


This section of the questionnaire was answered by 
consultants returning questionnaires (903), regardless 
their use or non-use of instant coffee. 


Cc 


During the summer of 1956, only 25.3% of the con- 
sultants (227) indicated they prepared iced coffee at 
some time for their family. 

This group prepared iced coffee on the average of four 
times a week. 92.8% reported making it within the range 
of once a week to once a day, 7.2% indicated they pre- 
pared iced coffee from a minimum of eight times a week 
to a maximum of 30 times a week. 

Iced coffee was prepared with instant coffee by 38.5% 
of the consultants who prepared this type of beverage. 
34.5% made it with regular coffee, while 279% prepared 


it with both products. Of the women who had used 


Deliveries—from : 
Brazil 


in bags of origin. (Preliminary) 


Visible Supply—Iist of Month 


Others Brazil Others Total 


422 
406 
362 
330 
349 


213 
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both instant and regular coffee for preparing iced coffee, 
72.9% said they preferred the beverage made from 
brewed regular coffee. 

The primary reason given for preferring regular coffee 
in the making of iced coffee was “better flavor’, whereas 
the main reason for preferring iced coffee from the instant 
product was “easier to prepare’. 


Use habits—regular coffee 


Percentages indicated in this section are based on total 
(903) respondents to the survey. 

Three-fourths of the consultants who use regular coffee 
exclusively or who sometimes use both regular and in- 
stant coffee purchase one pound of the regular product 
at a time. This is slightly less than in 1954; however, 
as compared to the 1954 study, increases are shown in 
the number of consultants purchasing the larger quantities 
of two, three and four pounds. 
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SOUTHERN CROSS LINE 


Fast Motorships - from Brazil - to United States Atlantic Ports 
COSMOPOLITAN SHIPPING COMPANY, INC. 
General Agents 


New York 4, N. Y. 














Serving The Coffee, Tea @ Spice Trade For Many Years 


Brookhattan Trucking Co., Inc. 


57 FRONT ST. NEW YORK 4, N. Y. ; 
BOwling Green 9-0780 
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Riverfront Warehouses 


Bowne Morton’s Stores, Inc. 


| 611 SMITH ST. BROOKLYN, N. Y. 
MAin 5-4680 
N. Y. Phone: BOwling Green 9-0780 
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the critical conditions 
for quantity coffee brewing 


(Continued from page 44) 





Dp 


this type, the amount of roasted coffee per batch and, par- 
ticularly, the critical brewing conditions are quite dependent 
on human judgment and conscientiousness. The batch sizes 
of the brew are large, so that urns have a high reserve ca 
pacity of brew for rush serving periods. One central unit 
can provide brew for several serving stations. 


because of this reserve capacity, urns also pose the problem 


However, 


of brew sometimes being held too long for maintenance of 
good quality. In addition, many models of this type are 
quite inconvenient for cleaning, with the result that they 
sometimes are not cleaned as frequently or as well as needed. 


Gang-type vacuum coffee makers (non-automatic): These 
ire multiple-unit versions of home vacuum coffee makers 
The individual unit capacities are much Jess than those of 
the urn-type equipment. The critical brewing conditions 
are quite dependent on the “human element,” particularly 
with respect to brewing time. Use of these multiple units 
involves a high labor factor for operation, cleaning, and 
disposal of grounds. 

A major advantage of these coffee makers, in comparison 
with urn-type equipment, lies in the fact that they repre- 
sent a distinct step towards assured fresher brew at serving. 
Thus, with less brew being made per batch, there is “‘auto- 
matically” less danger of a batch being held too long. 

Automatic coffee makers: Recent automatic equipment has 
automatized a substantial part of the brewing operation and 
of the grounds disposal. This provides distinct improve- 
ments over conventional vacuum coffee makers with respect 
to more exact control of the critical brewing conditions and 
reduction in the operating labor factor. Further, they re- 
tain the advantage of their non-automatic counterpart with 


respect to restriction on hold time by restricted batch size. 
Basic design criteria for experimental brewing equipment 


Quantity coffee brewing involves two critical stages, the 
first being the production of the brew from the roasted 
coffee and the second being the holding of the brew for 
serving. 

Production of the brew involves all the engineering 
considerations of a liquid-on-solid extraction operation, 
plus the additional very important consideration of flavor 
and aroma protection. 

Depth of extraction must be sufficient to bring full 
flavor and aroma into the brew, but must not be so great 
as to also dissolve objectionable flavor components. Ex- 
perience has indicated that a depth of extraction of from 
18 to 22% of the weight of the roasted coffee is optimum 
for flavor and aroma of the brew. Extractions much be- 
low 18% tend to be “green' in flavor. Extractions about 
22% tend to develop objectionable bitterness in the brew. 

Yield, in terms of cups of brew per pound of roasted 
coffee, is important for both quality and economy. The 
strength of the brew must be acceptable to the drinker 
but, also, as many cups of good quality brew as possible 
must be produced per pound of coffee. Acceptable brew 
strength will vary from 1.15% to 1.35%, depending on 
the individual preferences of the consumer. The de- 
sired brew strength, together with the desired depth of 
extraction, then determine the optimum number of cups 
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of brew to be produced from a pound of coffee. For 
example, at 1.15% depth of 


extraction, a pound of coffee would yield 49 6-ounce cups 


brew strength and 22% 


of brew. In many people's opinions this is the very 
maximum yield that should be attempted without adverse 
flavor effects. It is not the purpose of this discussion to 
enter into the arguments for or against yields as high as 
60 to 65 cups per pound, as sometimes practiced in food 
service operations. However, to attain such high yields, 
brew strength must be decreased and depth of extraction 
Undoubtedly, 


this frequently is a factor when poor coffee is served to 


must be increased to near the maximum 


the consumer. 


The brew strength, at a set depth of extraction, is 
established by the water-to-coffee ratio. For example, to 
produce 1.15% brew at 22% depth of extraction, 19.1 
| 


pounds (2.29 gallons) of water are needed per pound 


of coffee, excluding the water retained in the spent 
grounds, 

The depth of extraction, at a set water-to-cotfee ratio, 
is established by fineness of grind of the coffee, tempera 
ture of the water, time of contact of water on the coffee, 
and the general conditions by which the coffee is con 
tacted. The extracting temperature should be above the 
dispensing temperature (usually 160°F to 185°F) but 
below the boiling point of the water. The time of 
contact to attain a certain depth of extraction at a set 
water temperature is shown in Fig. 1 for various granu- 
lations of roasted coffee. The tests on which Fig. 1 is 
based involved slurrying the coffee in the hot water for 
the particular time, at a ratio of 14.8 pounds of water 
per pound of coffee, and then quickly filtering on a 
Buchner funnel. Obviously, it is not possible to attain 
a specific desired depth of extraction without positive 
control of the various critical extraction conditions 

The method of contacting the coffee with the water is 
of importance not only because of its direct effects on the 
brewing, but also because of its effects on other design 
aspects of the coffee maker. The coffee either may be 
dispersed in the liquid with which it is contacted, after 
which the grounds are filtered or settled from the result- 





Revised CBI "Good Coffee” folder 
has new quick method for iced coffee 


“How You Can Make Good Coffee Every Time,” a Cof- 
fee Brewing Institute publication, has been revised to 
include new quick method directions for making iced cof- 
fee and has been physically changed to a fan-fold shape. 

The revised directions for making quick, extra-strength 
iced coffee instructs the user to employ one half a measur- 
ing cup of water for each standard measure of coffee, in- 
stead of previous directions to use half as much water 
with the usual amount of coffee.” 

The change is based on CBI research, which proved 
that a full-bodied brew could be obtained by following 
these recommendations. The stronger brew compensates 
adequately for the melting of ice. 

In altering the booklet’s physical form to a fan-fold 
pamphlet, the publication may now be opened to lie 
flat, disclosing the easier-to-follow, step by step recom- 
mendations. 
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ing brew. or the coffee may be confined in a bed through 


which the liquid is circulated. In the latter case, the 
brewing may be accomplished in a much smaller space, 
the brewing may be accomplished without leaving any 
brew retained in the grounds, the coffee grounds them 
selves accomplish much of the filtration of the brew, 
and the grounds remain confined for readier disposal. 

In addition to the above choice, the coffee may be con- 
tacted either with fresh water only (fresh water circulated 
through the coffee,) or first with fresh water and then 
with recirculated brew Recirculation of brew leaves 
some brew of final concentration retained in the spent 
grounds (this can amount to one to two cups of brew 


in the grounds from one pound of coffee.) 
Holding the brew: The 
holding of the brew prior to serving are 
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factors in the 
(1) Having 


two critical 


(Continued op 


iced tea's public feeding market 
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Franklin Simon 


You might expect that in the restaurant of a busy depart- 


ment store, an automatic teamaker would be considered a 


boon. Pearl Byrd Foster, food director of Franklin Si 
mon's Tureen Terrace, in New York City, has some mis- 
givings about what might be sacrified to speed. She finds 


What would 


taste good to one would be pronounced bitter by another, 


that customers want tea in varying strengths 


she feels 

Even when the kitchen is at its busiest, tea service here 
is meticulous. None of the tall, 12-ounce glasses of iced 
tea ever leaves the kitchen unless accompanied not only by 
the usual wedge of lemon, but by a straw and a sprig of 
mint 

Mrs. Foster doesn’t try to sell more tea via the menu tip- 
on or other promotional devices. Her experience has taught 
her, she says, that the harder you try to sell something, the 
more the public resists it. 

In an effort to build volume, Mrs, Foster has developed 
30¢, 40¢, and 50¢ afternoon tea specials, using hot tea. 
If she can afford it, at these prices she hopes to institute 


the same idea with iced tea. 


1-2-3 for more iced tea 


(Continued from page 33) 





tea on hand is beyond ordinary evaluation, If he has suf- 
ficient storage space, he multiplies the base formula and 
prepares extra batches of iced tea well in advance of the 
rush hours. If he doesn't, or he has underestimated the 
amount he would need, he can rectify the error easily. 

Tea prepared the 1-2-3 way can stand for four hours 
without any appreciable loss of flavor. The old cry of, 
‘But it will cloud if I let it stand,” is cut down to a 
whisper with "1-2-3". If the beverage man follows the 
simple instructions, chances are that the iced tea will not 
cloud at all. 

With all of these points in its favor, the 1-2-3 method 
should be the tea industry's salesman in the restaurant- 
institutional field this year. 
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The Tea Council is making this “salesman” more articu- 
late with a double-barreled promotion campaign. One 
phase of it is aimed toward educating the restaurateur 
“1-2-3”. The Council has three major 
pieces of promotion material for tea salesmen: (1) A 
Salesman’s Brochure on the ‘beverage that grosses 85% 
profit’ and how to prepare it via the 1-2-3 method: (2) 


in the use of 


An easy-to-use card that provides recipes on one side, 
preparation tips on the other, and (3) an iced tea dial. 


Easier to operate than a telephone dial, the iced tea 
dial gives the restaurateur ingredient quantities for 1 to 
15 gallons of iced tea, at a glance. The dial (actually a 
wheel, back-mounted on a rectangular card) is made of 
a material that can be cleaned with a damp cloth. It is 
also moisture resistant. Both qualities mean that it can 
be tacked onto a wall in the kitchen, or the side of a 
counter, for easy reference, without succumbing to stains 
that would render it unreadable. 


The Council's overall promotion hits the consumer 
with the constant reminder that when he eats out, he can 
still get a glass of iced tea with that “homemade’’ flavor. 
Salemen can get, for distribution to their accounts, a 
variety of bright and attractive back-bar strips 


The 32-inch frosty 


menu 
tip-ons, and die-cut back bar glasses. 
iced tea glass, mounted and easel-backed, that was so 
popular last year, is again on hand, 

‘One-two-three” now stands for a new easy way to make 
types of 


good quality tea available in all eating-out 


establishments. ‘“One-two-three’ can also stand for the 
ease with which this new method can increase profits all 


the way down the line. 


selling iced tea the year ‘round 


(Continued from page 37) 





Guide through which Slater communicates with its more 
than 275 food service managers, the sales opportunities 
with iced tea and the importance of the proper preparation 
of the brew are repeatedly emphasized. As a result, Slater 
managers have become iced tea sales-minded and cafeteria 
diners are buying more and more of the beverage with the 
“outstanding profit margin’. 


the Teamaker—it's ready! 


(Continued from page 34) 





velopment Committee and the NRA board of directors. 
However, the machine still required intensive laboratory 
testing and study, which was continued by Battelle with 
changes in mechanical and operating design being con- 
stantly made. Finally an experimental TeaMaker was 
placed in ‘field test’ in Kuenning’s “19” Restaurant in 
Columbus, Ohio. This test proved that the machine had 
now passed its original development stage, and it was 
determined that it was now time to select a manufacturer 
who would develop the TeaMaker for commercial manu- 
facture and distribution. 


The committee had been working on this problem for 
several months, and after many conferences and demon- 
strations to interested manufacturers, they selected the 

(Continued on page 85) 
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THE FLAVOR FIELD 
Section of Coffee and Tea Industries, formerly The Spice Mill 


the cinnamon of Ceylon 





By E. G. BROWN, Colonial Products Laboratory 


This article, second of a series, is part of one 
comprehensive reviews of cimnamon and Cassia € 

lished. It is from Colonial Plant and Animal Products, and 
is a revised, updated version of material which appeared 
im the Bulletin of the Imperial Institute. 
three decades since, much of the OV 1- 


obsolete The the sé ke} 


i ; f 
pices has been rewritten in the light oO} present-day) CONn- 


30 years age 
In the 


nal matertal 


DIOVE tha 
became review of 


ditions 


The cinnamon gardens of Ceyion are situated chiefly 
in the Galle and Matara Districts of the Southern Pro 
vince and around Negombo in the Colombo District, 
Western The 
fine white quartz sand, overlying a good, rich subsoil at 
altitudes of less than 1,500 ft., found in the neighborhood 
of Nezombo, where there is an average temperature ot! 
85°F. and a rainfall of about 85 inches annually 


Province. best cinnamon grows on_ the 


A hundred years ago about half the area devoted to 
estimated to be 40,000 
In the early part of the present 


cinnamon, then about acres, wa 


situated in this district. 
century, much of the cinnamon was gradually replaced 
by rubber and which were less troublesome 
crops to prepare, and the Negombo cinnamon plantations 


a total 


coconuts, 


were reduced to about 8,000 acres in extent out of 
of about 25,000. 

Spain was then the main importer of the best grades 
of Negombo cinnamon, and the fall in demand caused 
by the Spanish Civil War of 1936-39 and the subsequent 
world war led to further replacement of cinnamon by 
coconuts. On the other hand, 
Southern Province 


coming increasingly important as a center of production 


the plantings in the 
have increased, and Matara is be 

Throughout the period between the two world wars, 
the total area of the cinnamon plantations remained at 
about 26,000 acres, but in recent years it has risen to the 
present figure of 35,000 acres (12). 

The lateritic, gravel soils of the low country, such as 
those occurring in the cinnamon areas of the Southern 
Province, are stated to produce more rapid growth, but 
the bark obtained is somewhat thicker and coarser then that 
from the Negomba district; roc ky or stony ground is unsuit- 
able and so is marshy land, which gives an undesirable bitter- 
ness to the product, and which is much less aromatic. The 
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rainfall may range from 85 to 100 inches annually, and 


though free exposure to sun appears to produce a better 
quality of bark than does shade, prolonged spells of 
dry weather are unfavorable. When clearing forest land 
for fresh plantations it is recommended that tall trees 
should be left at intervals of about 50 ft. to provide light 


shade. 
Propagation (13) 


Cinnamon may be propagated by means of cuttings, 
layered shoots, division of old rootstocks or, as is usual 
in Ceylon, by seed sown in nurseries. When old stumps 
are used the plant is cut down to within 6 inches of the 
ground, suitable sections of the stock removed (with ad 
hering soil) and planted out. These are lightly shaded 
and watered regularly for a few days or as long as dry 
weather prevails. The advantage of this method is that 
the plants are ready for cutting 12 to 18 months after 
planting, whereas plants raised from seed take two to 
three years to reach this stage. 


Seed used for propagation must be fresh. It is taken 


from mature plants, by collecting either unripe fruits 


Young Ceylonese building cinnamon quills. 





when they change color or ripe fruits, in which case they 
would have been previously bagged to protect them from 
the depredations of birds. The fruits are heaped together 
until the pulp rots, then washed and finally dried in the 
shade for three days. Well-prepared beds of rich, sandy 
soil, free from roots and stones, are prepared, and in 
July or August the seeds are sown in a 6 inch length of 
drill. They are covered with an inch of soil, lightly 
shaded and alternate days until the first 
pair of leaves develops; thereafter they are watered only 
The shading is removed when the 
After about four 
seedlings are 


watered on 


during dry weather. 
seedlings are about 6 inches high. 
months (in December) the clumps of 
transplanted into baskets, and are transferred into their 
final positions about the following April or May, when 
the rains commence; they are set in holes 1 ft. in diameter 
and 1 ft. deep, about 6 or 8 ft. apart, shaded for a few 
days and watered for as long as necessary. 

REFERENCES 
Trop. Agriculturist, 1955, 111, 79 


(12) 
(13 Department of Agriculture, Ceylon, Leaflet No. 51 
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Red Owl Stores promotes spices 


for home use with attractive display 


Red Owl Stores used an educational display recently 
to dramatize the selection of spices available at its recent- 
ly opened store in the Southdale Shopping Center, 
Minneapolis. 

Spices from around the world were attractively dis- 
played in original form, side by side with the processed 
product. 


the critical conditions 
for quantity coffee brewing 


(Continued from page 76) 





sufficient brew in reserve to meet the dispensing require- 
ments at all times; and (2) maintenance of quality for 
whatever period the brew must be held. 

The simplest maintenance of quality would result from 
preparation of the brew just before serving. Practical 
considerations, arising from the variability of dispensing 
rates in food service establishments, dictate that same 
brew must be held in storage at all times. 

The quality of brew in storage can deteriorate as a 
result of several conditions: 

a length of time that deteri- 
hemical 


a. Holding for such 


oration takes place because of ‘internal’ 


reactions; 


b. Excessive temperatures, with resultant excessive 
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vaporization and “steam distillation” of flavor and 
aroma components; 
c. Temperature fluctuations which cause precipita- 
tion and turbidity in the brew. 

The Jatter two conditions are readily controllable and 
pose no particular problem in equipment design. How- 
ever, the first condition (holding time) poses serious 
design and operating problems. Excessive holding time 
can be one of the major causes of poor brew at the time 
of serving. 

Careful tests have been conducted of the storage life 
of 1.25% brews prepared at 210°F and held at 195°F. 
The first detectable flavor deterioration was noted after 
90 minutes; however, the brews still were very acceptable 
at this point. By 150 minutes, significant deterioration 
had taken place, not only in flavor but also in color 
and clarity of the brew. From these results it is concluded 
that the hold time for the brew, at the best conditions, should 
not be over one hour. 

To determine the effects of brew concentration on hold- 
ing characteristics, tests also have been conducted on the 
storage life of 7.0% brew (five-fold concentration,) pre- 
pared at 200°F and held at 195°F, At various time in- 
tervals, portions of this brew were diluted to normal 
1.25% strength with hot water and were cupped. Ob- 
jectionable flavor deterioration took place within 60 
minutes. This greater rate of deterioration in the con- 
centrated brew is accounted for by the mass action effect 
causing a greater rate of “internal” chemical reaction. 


Summary 


In accordance with the above, the design and develop- 
ment of an experimental brewing device has been based 
on controlled operability in the following ranges of 
conditions: 

Depth of extraction 

Brew Strength 

Yield 

Brewing temperature 

Contact time . Lxto 3 

These ranges permit operations that can produce a 


18 to 24% 

1.0 to 1.5% 

40 to 60 cups per pound 
175°F to 205°F 


minutes 


wide range of brew qualities. 

From the standpoint of control, particular attention 
has been placed on automaticity of operation, as it applies 
to brewing, brew storage and cleaning. This has been 
done not only for reproducibility of results but also 
to determine the extent to which dependence on the 
“human element” can be eliminated from quantity coffee 
brewing. 

Consideration also has been given to such 
variables as granulation of coffee, dissolved solids content 
of the brew water, and rate of dispensing of the brew. 

A later report will present an account of the develop- 
ment of the experimental brewing device and the re- 


“external’ 


sults from its operation. 
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flavor pattern 
and 
flavor profile 





By L. C. CARTWRIGHT, Account Executive 
Foster D. Snell, Inc. 


Part 2 


Working independently in individual booths in an air- 
conditioned, light and humidity controlled, sensory panel 
room, each panel member carefully tastes each sample, 
studies the flavor complex in the light of his training and 
experience, compares it with that of the reference sample 
and with that of the other test samples. Then, on a pre- 
pared score sheet, containing the names of all of the 
flavor notes previously established for that product, he 
records the strength of each flavor note for each test 
sample. 

This procedure is repeated at least once, usually twice, 
and frequently more often, recording the samples each 
time. After each session, the note strengths assigned by 
the several panel members are compared. If there is too 
much variation between panel members, a conference 
session is called, with all samples and scores before all 
panel members, working together, and an effort is made 
to reach a consensus through retasting and discussion. If 
there is fair agreement between panel members in each 
session, and between the scoring by the same panel mem- 
bers in repeat sessions, the final profile may be obtained 
merely by taking the average of all the strength values 
assigned by the several members in all of the sessions to 
each note. 


Various scales have been used for the numerical repre- 
sentation of note strengths in flavor profiles. The usual 
practice is to let zero represent complete absence of a 
note and unity represent its presence at a barely detect- 
able level. Many then let the value of four represent 
maximum intensity of the note, using intermediate values, 
divided in tenths of units, to designate intermediate 
strengths. We formerly used that scale, but as we gained 
more experience in profile work, we found our panel 
members able to make finer divisions of note strengths. 
Therefore, we now use a scale of zero to ten, letting ten 
represent maximum possible intensity of each note, giving 
us 100 possible degrees of flavor strength. 

Aside from the fact that it is tedious and expensive, 
and requires considerable experience, judgment and skill, 
both in its application and in the interpretation of results, 
there are other difficulties in the flavor profile method. It 
is dependent upon subjective interpretation of sensory 
response for its primary data, and is thus subject to all 
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the vagaries of physiological, psychological and environ- 
mental influences on the panel members. Of course, en- 
vironmental factors preparation, temperature and con- 
ditions of serving of samples, conditions in the sensory 
panel room, etc—can be and are controlled with great 
care. Panel members are trained to disqualify themselves 
if aware of any temporary physiological or psychological 
factors that would upset their judgment, and the panel 
conductor is trained to be on the alert for symptoms of 
any such influences. Further, the very use of a trained 
panel, rather than individual experts, provides consider- 


able protection against temporary individual influence 
Obviously, flavor profile determination is far from an 
exact science, at least in its present state of development 
Indeed, in some respects it is still more an art than a 
science. Yet it has been of inestimable value in guiding 
the formulation of new food products, in matching fla- 
trouble comparative evaluation of 
products, and even in predicting relative consumer ac- 


vors, in shooting, 
ceptance of products. It is still a new tool, and it is a 
powerful tool, despite its imperfections. 

There is ample evidence that patterns of flavor accept- 
ance are learned. This is true over short as well as long 
periods of time, but recently ac quired patterns are usually 
less firmly adhered to than those acquired from infancy 
as a part of the general cultural heritage. It is quite 
possible that some aspects of flavor acceptance are actually 
inherited, but undoubtedly most of the details of the in- 
dividual’s flavor acceptance pattern are not inherited, but 
learned. 

Most people are extremely conservative in their patterns 
of flavor acceptance. Even more so are groups of people. 
Thus the preference for certain national dishes often per- 
sists, not only among immigrant groups, but among their 
descendants, long after they have become completely ac- 
culturized in language, dress and most social customs. 

While the existence of national, regional, and even 
family and individual patterns of eating habits is readily 
recognized on the slightest reflection, it may not be so 
apparent that these are all interrelated, and that they all 
represent cultural—i.e., acquired—patterns of flavor ac- 
ceptance, as are diurnal, seasonal and associative patterns. 
Many of these are so commonplace that they may be 
overlooked as definite and rather rigid patterns. Yet 
most of us regularly eat certain foods for breakfast, others 
for lunch, and still others for dinner. Of course, there 
are exceptions. Some foods may be eaten at any meal, 





Impressive business programs set 


for 1957 FEMA convention in N. Y. 


An impressive business program is set for the 1957 
convention of the Flavor Extract Manufacturers As- 
sociation, to be held May 19th-22nd at the Hotei Roose- 
velt, New York City, it has been announced by Robert 
Krone, convention chairman. 

Talks by authorities in their fields will cover the Food 
and Drug ‘Laws and flavors, basic business trends, vanilla 
promotion, food additives, certified colors, the vanilla 
bean market, vanilla research and other subjects. 

The social program will be highlighted by the annual 
golf tournament, the president's reception and dinner- 
dance and a night on the town. 








and most individuals may deviate from the pattern at 
times, but the pattern is still there sharp, distinct and 
very difficult to alter significantly, 

Similarly, certain foods traditionally eaten 
only in summer, others in winter, etc. These 


there are 
seasonal 
patterns probably originated largely because of seasonal 
availability or lack of availability, and they tend to be 
much less rigidly fixed than some of the other patterns, 
at least in this country. Thus, with improved food dis- 
tribution fresh vegetables in 


winter and ‘‘out-of-season”’ fruits at any season. However, 


and preservation, we eat 


even the tendency to make this significant change in our 


national eating pattern was undoubtedly culturally 


motivated—a desire to have out-of-season foods, some 


times referred to by sociologists as an example of “con 


spicuous consumption” (meaning “showing off’), was 


developed as a part of our cultural pattern. Indeed, any 
tendency either to change or not to change eating habits, 
or pattern of flavor acceptance, whether on the part of 
an individual or of a group, is actually a part of the re 
spective flavor pattern 

Illustrations of flavor patterns are so numerous and so 
commonplace that anyone could name hundreds on re 
flection. Fried chicken for Sunday dinner, baked beans 
and brown bread for Saturday supper, turkey for Thanks 
giving, ham for Easter, candy for St. Valentine's Day or 
all parts of certain 


other special occasions, are eating 


patterns—i.c., of flavor acceptance patterns. 
Some of the most striking and most deeply ingrained 
patterns are 


We 


certain foods, but not in others 


associative accept certain flavors in 


Thus, many people like 


limburger cheese, but would shudder at and _ refuse 


limburger-flavored ice cream 

Besides generally accepted associative patterns, associ 
ation frequently plays a major role in individual flavor 
acceptance patterns. We especially like a particular food 
because we ate it once under some very happy circum 
stance, even though we may have forgotten the event 
Or we dislike 


ation 


a food because of some unpleasant associ 


Color and appearance often play major roles in flavor 


acceptance. A certain brewery made a run of beer colored 
a beautiful green with a perfectly safe and tasteless certi 
fied food color This 
Patrick's Day, was 


cases were 


was distributed for sale on St 


and a great success. However, a few 


hundred left over, and they couldn't give it 


away 
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Consideration and study of patterns of flavor accept- 
ance, and tailoring of food products for wide consumer 
acceptance have demonstrated their very practical com- 
mercial value. Already, certain useful general conclusions 
can be drawn, One of these is that, for the widest pos- 
sible consumer acceptance, a food must be formulated 
not so much so that the largest possible number of people 
will like it strongly as that the smallest possible number 
will have any strong dislike for it. While some gourmets 
have shuddered at the statement of this principle, and 
said that its application would reduce the flavor of our 
common denominator otf 
substantial 


diet to the lowest 


a manufacturer seeking a 


national 
mediocrity, share 
of the national market must face that fact. 

On the other hand, specialty food products with dis- 
tinctive flavors, appealing only to a minority of the 
national market, or to a limited regional market, or to 
a particular national or ethnic group, can be quite suc 
cessful if properly formulated to fit the flavor acceptance 
pattern of the special market. In fact, precisely because 
such a product is likely to be unique, its buyers will tend 
to buy it because they like it, and they can probably find 
no competitive brand on the market which they like as 
well. At the same time, a majority of consumers may 
actually dislike the product because of the very char 
acteristic flavor for which the minority like it. Such a 
product, while it may have a limited market, is likely to 
have a much more faichful following of repeat buyers 
than will the more bland counterpart necessary to reach 
the mass market 

Any producer of foods or beverages can greatly im- 


prove his competitive position by giving careful consider- 


ation to the flavor acceptance patterns of his present and 
potential market and tailoring his products to those pat 
terns. An effective tool for studying these flavor accept- 
ance patterns is the trained sensory panel, especially 
through application of the profile method of flavor 
analysis. The same technique is equally useful in guiding 
the formulation of products to fit these flavor patterns, 
as well as in quality control operations to see that uniform 


flavor is maintained in production 


Pouring mustard introduced 


A mustard that pours from a bottle has been introduced 
by the Nance Delmarle Co., Rochester, N. Y. 
Called “Nance’s Mustard Supreme,” the product is a 


pouring version of a sauce sold for many years by the 


( ompany 


East 
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A FINER VANILLIN OF EXQUISITE AROMA 


Zimco is a natural source vanillin originated and 
manufactured in the United States 
Consult your flavor supplier 
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when we see him at Pebble Beach, for 


he does not intend to lose track of his 


Anh PANCISCO amp ings host of friends in the business. 


San Francisco Coffee Club 


its next meeting at. the 





PUUETUNENONA ETAT 


By MARK M. HALL less they make the sales. On a typical 
; summer day, 30% of the customers will 
# 8 As of the time of these inquiries, drink iced tea, 27% hot coffee and 30% 


green men in San Francisco report it milk. 


is the quietest period they have seen One of the problems is the upgrading 
for some time. The reasons given are of the quality of tea, and one third of 
that roasters are allowing their stocks the restaurants have done so. The re 
to run down before replenishing. Green sult is that iced tea gallonage has in- 
men had brought a lot of coffee for creased steadily in the last few years 
spot sales and the roasters were not The Tea Council has devised ‘many 
buying. Prices on these spots could effective pieces for point-of-sale adver- 


vary as much as 2¢ a pound, depending tising. 
on how badl » gree on had t , : 
Ww udly the green men had to sell. mie Sia tan 
Some opinion is that today’s prices, 


especially of Brazils, will not hold in 
spite of the tightness of good Brazils. 


TUTTE TTT 
Meadow Club, in Fairfax, April 26th. 
Douglas Wood and Dick Wilcutt are 
co-chairmen and they, with the Marine 
County contingent of the Club, con 
spired to bring the meeting into new 
territory, very beautiful country at that 
There will be the usual golf and din 
ner. Added, however, is the program 
of giving academy awards, a sort of 
personal merit or demerit “Oscar” 
one’s outstanding idiosyncrasies 
should be good, with Doug’s humet 
touch 


Lee, assistant tea buyer ® ® Clarence QO. Johnson has been ap 
to Charles Montague at M.J.B., is pointed Northern California division 
giving a series of lectures at the City sales manager for M.J.B. He has been 
College of San Francisco to them with the company 15 years, tor 


( heaper vacuum coffees are appear hotel and restaurant division The sub vears as assistant sales manager 
ing more frequently, with some being jects include brewing, costs, promotion Seattle division 


advertised in downtown San Francisco and other matters pertaining to the in- 
; ; : . tea to the public 
wide situation Furthermore, the ap The course comprises a series of four 
proach of summer, with its traditionally lectures to 2 semester. 


at 69¢. This is considered a nation- stitutional sale of 


lower prices, is having its effect on 
the situation. 


Sales of Centrals are estimated to be Harrisons-Whitney, 


about normal for those countries, but cently that he caught a seven-pound 


@® @ John Siegfried, dean of tea men, 

semi-retired from the firm of Irwin- SC NA Ns 
MEOOTEC- VIC or ack 

Inc., reported re 


@ ® Jo Biados has been made assistant 
to traffic manager H. K. Grady, ot 
the Moore-McCormack Lines in San 
Francisco. Jo is not new to San Fran 
cisco, having begun his career with 
here, but for the 
last several years he was manager in 


Seattle. 


Mexicans have lagged, along with Co- steelhead trout. Those who know 

lombians. Central American countries John will accept his version of the story @ @ Werner Lewald, whose company 
are having difficulties establishing and agree that if the fish wasn’t seven the Transpacific Transportation Co., 
minimums. Good crops in milds, with pounds, it should have been. represents the Daido Line, of Japan 


the increased use of Africans and cheap- s @ Ed Howatt, of 


er grades of Brazils, have developed 
a lack of confidence among American 


bron Co., has retired. 
with one concern, he 


the C. G. Cam recently made a business trip to that 
After 49 years country. His stay was only a matter 
felt he was en- of two weeks, but in his talk before 


buyers that producing COUNTTIES’ Cal} titled to it. Ed began as a young man W.S.T.A., which was entirely a sur- 
hold up prices, at least artificially. with Cambron, took over the concern prise and impromptu, he gave what 


® @ Mort Adams, of the Tea Council, in 1935 when C. G. 


recently gave a luncheon talk to the and now he passes the business on to 


Cambron retired John Siegfried, who had lived in Japan 


for 20 vears, characterized as one of the 


Western States Tea Association, and Fred Ruhland, who has been associated finest he had ever heard. Werner said 


as usual had interesting things to say with him for some time. Ed also be- in part that he 
His work is concentrated in the restau lieves that with retirement he can re- the material 
rant and institutional field, where he lax his concern over 
believes the greatest potential for in- that he will get away from the nervous fices, the automatic elevators, 
creased drinking of iced tea is to be tensions of the coffee business today the immaculate 
found. There is an 85% profit in the After a little loafing and a trip or two, thing, 
his retirement. in- water and a means of cleaning off the 


sale of iced tea by restaurants, but they he plans to make 
cannot collect much of this profit un- teresting and useful. 


was impressed with 
progress of the country, 
his health, and as shown in the modern buildings and 
and 
cleanliness of every- 
even to the extent of providing 


More about that (Continued on page 84) 
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@ @ It’s back to Oradell, N. J., for the 
1957 golf tournament of the New York 
City coffee fraternity 

This year’s event will be at familiar 
stamping grounds, the Hackensack Coun- 
The date: June 11th. 

Handling the event for the Green 
Coffee Association is the activities com- 
mittee, headed by James F. Sullivan, 
F. W Ehrhard & Co. 

On the committee with him are Durand 
Fletcher, J. A. Fletcher & Son; R. H 
Kolm, Naumann, Gepp & Co., Inc.; J. J 
Malone, Malone & Wohlfahrt, Inc.; J. J 
Schwartz, T. Barbour Brown & Co. 


try Club 


Named to assist the committee were 
Fred Kohn of the Old Dutch Coffee Co., 
Norton 


Inc., and James P 


# @ Farl B. Ackerman, vice president of 
Otis, McAllister, has been appointed 
chairman of the coffee division of the 
New York City Cancer Committee’s 1957 
April Cancer Crusade 

“Many more lives can be saved from 
cancer if the public understands the need 
for early cancer detection, and if physi- 
cians and dentists have available the latest 
information on cancer detection and treat- 
ment”, Mr. Ackerman said, in accepting 
the chairmanship. “The committee does 
both these jobs with its education pro 
gram.” 

The New York City Cancer ( 
is the local division of the 


mmittec 
\merican 
Cancer Society The committee seeks 
$1,616,000 as its share of the nationwide 
goal of $30,000,000 for cancer research, 
education and service 


® ® Back from his trip to Africa, where 
coffee 
John Heuman, manager of the green 
coffee division of the Continental Coffee 
Lo 


he toured producing areas, is 


At some points his path crossed that 
of Vice President Nixon, with the result 
that streets were clogged and it took 
lot longer to get a destinatior 
area 

The trip, Mr. Heuman indicates was 
informative and stimulating 


He was accompanied by Walter Belinky, 


general sales manager in the roasted 


coffee end for Continental. 


# @ William L. Doris, who for nearly 
ten years was coffee buyer and blender 
for the John H. Wilkins Co., Inc., 
Washington, D. C., has joined the Old 
Dutch Coffee Co., Inc., as general man- 
ager, assisting Fred Kohn. 

Mr. Doris is no stranger to Old Dutch 
or New York. He was with Old Dutch 
for eight years, before going to Washing- 
ton, D. C., in 1947. 

During the war Mr. Doris was in the 
Navy for three years. 


s # Al Galindo, associated for many 
years with J. Aron & Co., Inc, New 
York City, has announced the establish- 
ment of his own firm, A. Galindo & Co., 
Inc., with headquarters at 135 Front St 

The new company will act as_ sales 
representatives and agents in the United 
States and Canada for reputable coffee 
exporters in all the mild coffee producing 
countries 

Well known in the trade here and in 
countries, Mr. Galindo has 
travelled extensively, and expects to visit 


producing 


some of those countries again in the 
near future in the interests of the new 
firm 


@ @ Back from a motor trip through 
Pennsylvania, Maryland and Virginia is 
W. Wirt Wickes, of W. Wirt Wickes & 
Son, Inc 
Wickes 

Bill was particularly impressed by the 
excellence of the coffee, as well as the 
food, in the Hotel Roanoke, in Roanoke, 
Va. 

This excellence was not apparent every 
where else, Bill indicated, even in places 
where you might think good coffee should 
be taken for granted. 


He was accompanied by Mrs 


@ ® Visiting the United States to study 
the coffee industry and coffee plants, pro 
cessing and technology is Dr. C. E. PBar- 
bera, of D. co. Barbera & F.gli, Italy, 
processor of coffee and coffee by-products 
The company has plants or offices in 


Messina, Naples and Milan 


@ ® John S. Soares, New York green 
coffee agent, has been elected to mem- 
bership in the Green Coffee Association 
of New York City, Inc. 

Specializing in Angolas, he is well- 
known to the New York coffee trade. 

Mr. Soares is now on a trip which 
will take him to Lisbon, Portugal, and 
coffee-producing areas in Angola, 


8 8 Malone & Wolfahrt, Inc., New 
York green coffee brokers, were elected 
to membership in the Green Coffee As- 
sociation of New York City, Inc 
John Wolfahrt was formerly associat- 
ed with the Gordon W. Voelbel Co., 
Inc., and with Hendrickson & Kammer. 
Jack Malone’s previous connection 
was with Ernest Singhofen & Co., Inc 


® 8 Otto Goldschmidt, of the De 
Hope Goldschmidt Corp., has returned 
from a business trip abroad. 

Mr. Goldschmidt spent a month in 
England and on the Continent. 


eesS. A. Glasberg Co., New York 
green coffee brokers and agents, have 
moved to new quarters at 25 Broad St. 

The firm specializes in coffees pro- 
duced in Abyssinia, Angola, Belgian 
Congo, Ivory Coast, Madagascar and 
Uganda. 

Also elected to membership were Jean 
Appel & Co., Inc., the Fortuna Coffee 
Corp. and James A. Alexander 


= @ James A. Alexander, green coffee 
broker, recently opened his own office, 
dealing in all coffee growths 

He was formerly connected with the 
Walter F. O’Loughlin Co., the De Hope 
Goldschmidt Corp. and the Leon Taffae 
Co., Inc., in their green coffee depart- 
ments 


# @ Henry M. DeHos has opened his 
own green coffee brokerage office 
Well-known on Front St., he was as- 
sociated with the Gordon W. Voelbel Co., 
Inc., for 17 years. Prior to that he was 
with Hard & Rand, Inc. for 23 years 


ese W. H. Sibrava, assistant secretary 
of the Irving Trust Co., who has many 
years experience in the international bank- 
ing field, is now in the commodity de- 
partment of that bank. 

He will be associated with Charles P. 
Rogers, assistant vice president, widely 
known in the coffee, tea and spice trades 
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Brokers and Import Agents 
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Balzac Bros. & Company, Inc. 





Edward P. McCauley & Co. | 
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One Jones Lane New York 5, N. Y. | 


Cable Address: CAULCAFE 














Wm. Hosmer Bennett & Son 


Coffee Agents and Brokers 
NEW YORK, 5 
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"Laticlave” 








GEORGE P. BOTT & CO. 


COFFEE BROKERS AND AGENTS 


Representing Shippers in 
SANTOS — RIO DE JANEIRO — PARANA 


Members & Graders 
New York Coffee & Sugar Exchange, Inc. 
Green Coffee Association of New York City 


| 120 Wall Street New York 5, N. Y. 








JAMES W. PHYFE & CO., INC. 
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98 Front St., New York 5, N. Y. 
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S. A. GLASBERG CO. 
ABYSSINIANS — ANGOLAS — BELGIAN CONGOS 
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Cables: Cafruki, New York 
25 Broad Street New York 4, N. Y. | 
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COMMISSION BROKERAGE 
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MEMBERS NEW YORK COFFEE & SUGAR EXCHANGE, INC. 


Cable Address 


| “WILEECOM" 101 FRONT ST. 





| WISSEL, DUVAL & CO.,lbnc. 


Established 1825 


EXPORT IMPORT 
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HEMENWAY, NEW YORK 
67 BROAD STREET. NEW YORK 4,N.-Y. 
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By W. MC KENNON 


® 8 Committee members named _ for 
1957 to the New Orleans Board of 
rade include W. C. Englisbee, A.C 
Cocke, R. M. Nash and W. D. Roussel 
on the Advisory Council of Past Presi 
dents; W C. Englisbee, chairman, 
Harold Scherer, vice chairman, H. X. 
Kelley, and Phil G Ricks on the 
Charter and By-laws Committee 

On the coffee committee: W B 
Burkenroad, Jr., Chairman, G. T. Ger 
man, W. B. Burkenroad, |. J. Cum 
mings, H.R. Graf, E.A. Lafaye, A.A 
O’Brien, A.( Ricks, W.D 
M. J. Ruth, Kent Satterlee, 
Schaaf, G. G. W estfeltd, Ley 
On the Weighers Supervision Com- 
mittee: ( A. Levy, chairman, A. G. 
Peyrefitte, vice chairman, S. F 
sano and J. N. Jackson 

On the executive committee: A. C 
Cocke, chairman, W. C. Englisbee, vice 
chairman, C. A. Bertel, Sr.. E. T. Col- 
ton, B. T DeBardeleben, J E. Farrell, 
A. J. Higgins, Jr., H. X. Kelly, J. J 
Meyers, Ben C. Pitts, Harold Scherer, 
r. R. Spedden and G. C. Stohlman 
® ® Associate membership in the New 
Orleans Board of Trade has been trans- 
ferred from Oscar Pettezzoni de AI- 
meida, who has retired from Lloyd 
Brasileiro, to John Prestes, of that 
company. 
# 8 1). C. von Clausbruch, of Com 
misaria e Exportadora Londrina Ltda., 


Roussell, 


Albert 


Palmi 


Curitiba, Brazil, was a business visitor 
in New Orleans, where he called at the 
offices of the R. M. Nash Co Mr 
Clausbruch returned to Brazil via New 
York 

® 8 Ches Daly, of Stein Hall & Co., 
Inc., New York City, was a business 
visitor here recently, calling at the of- 
fices of Hanemann and Cummings 

® 8 David Kattan left New Orleans 
recently fo 
Honduras 


second business trip to 
spring 
@ 8 Captain J. W. Clark, Delta Line, 
president of the Propeller Club here, 
ceremonies at the club’s 
Southern Yacht Club 
aptain Clark introduced 
Edward F. Herbert, 
who spoke on the country’s need for 


was master 
meeting 

this month 
Representative 


merchant shipping strength. 
# eR. M. Nash is out of the city, 
visiting his office in New York 

@ eA New Orleans visitor is Miss 
Nelly dos Santos, of Rio, niece of 
Marcellino Martins and sister of Flori 
ano Martins 


@ @ Glendy Munson has returned from 
a trip to the Midwest in the interests 
if his firm, Lafaye and Arnaud 
@ @ Mr. and Mrs. Ralph Richards have 
returned from a business and pleasure 
trip to Brazil 
8 ® Visitors in town for the wedding 
f Miss Ann Rothschild to Lawrence 
Joseph Israel included Mr. and Mrs. 
Leon Israel, Jr., and daughter, Carol 
Ann, Mr. and Mrs. William Ullman 
and daughter, Suzan, Lt. W. A. Ull- 
man and Jack Aron. 
@ ® Coffee advertising linage is heavy 
this month Community Coffee & 
Chicory was advertised in color in two- 
thirds of a page ad, 20¢ off regular 
price. Several of the grocery ads listed 
this offer 
Nestle’s Ricory, instant coffee with 
‘ory was advertised at 30¢ off on 
six-ounce jar. French Market Cof 
fee & Chicory was advertised in gro- 
cery ads at 77¢ and 78¢. Union Coffee, 
dark roast, was advertised at 77¢. 
@ B8 Cedric Scheerer, of Ruffner, Mc- 
Dowell & Burch, Inc., San Francisco, 
recently came to Los Angeles to call 
on the coffee trade. 
8 8 Bob OCetting, of Sunset Coffee has 
just returned from a very successful 
selling trip through Arizona and Lower 
California 
@® 8 John C. Madden has joined the 
firm of Otis, McAllister, Los Angeles, 
as assistant to Walter Dunne. John is 
a student attending the University of 
Southern California, and is just about 
six months from getting his degree. 
es @ J. Clarence Levy, of J. Aron, San 
Francisco, recently came to Los 
Angeles to call on the local coffee 
roasters 
8 s Bill Morton, of W. J. Morton, 
Inc., recently made a trip to San Fran- 
cisco, to renew acquaintance with 
some of his old friends 
@ 8 Irving Manning, 
buyer for Smart & Final Iris Co., and 
buyer for S. & W. Fine 
Francisco, was in Los 


formerly coffee 


now coffee 
Foods, San 
Angeles for a short visit 

ee The Jewel Tea Co. Inc., 
held open house to the public, for in- 


re cently 


spection of their new plant, located in 
Anaheim 

@ @ Mr. and Mrs. Henry Schmidt, of 
Nabob Foods, Vancouver, B.C., recent- 
ly spent several days vacationing in 
Los Angeles 

@ # Bill White, vice president of the 
Huggins-Young Coffee Co., spent two 


weeks fishing aboard the private yacht 
of Bud Smith, of Oxnard, California. 
Mr. Smith is the owner of two large 
and well-known restaurants in Southern 
California. From all reports, the sword 
fish were running very well, and the 
trip was a huge success 

#® ® Karl Kemp, of B. C. Ireland, Inc., 
San Francisco, recently came to Los 
Angeles to call on the local coffee 
While here, Mr. Kemp made 
his headquarters in the office of H. O 
Knecht, who is the broker representa 
Ireland, Inc 


roasters. 


tive for B. C 
8 8 Vic Cain, of W. J. 
spent several days in San 


Morton, Ine., 
Francisco 
recently, on business for his firm. 

ee Mr. and Mrs. Earl Lingle, of the 
Lingle Bros. Coffee Co., spent a week 
vacationing at Donner Lake, Calif. 
where they enjoyed skiing and other 
winter sports, Donner Lake is located 
in the high Sierras,and offers ski en- 
thusiasts a great deal of snow and 
mountains for a long period of time 

# 8 Coleman W. Hull returned to his 
desk after a month’s trip. through 
Central and South America in the in 
terest of his firm J. Aron & Co., Inc 

ese Mr. and Mrs. Jack Russcol, of 
the Superior Tea & Coffee Co., Chi 
cago, were recent visitors in New 1 


leans. 


San Francisco 


(Continued from page 81) 





feet of tradesmen and others entering 
the buildings. 

A charge account was arranged tot 
him at the Cherry Club in Tokyo. a 
very swanky place, with drinks 
$2.00 per. A perfumed basin with 
hot towel was available to patrons to 
He stopped at the 
famous Imperial Hotel, where a all 
promtply 


refresh themselves. 
for service was answered 
by three smiling girls, not just one 
bellboy, as in this country 

Official functions take place in tea 
houses, where there are plenty of geisha 
girls. The Japanese business man 1s 
very hospitable and in all, Japan ts a 
delightful country to. visit 
= @ A few reasons for the difference 
between coffee buying in San Francisco 
and New York were advanced by J 
Vonk, assistant manager here of Inter- 
natio- Rotterdam Inc One obvious 
difference is that the volume of trade 
Y ork, 


things 


is very much greater in New 
with keener competition and 
more hectic in general. Buyers watch 
the Exchange more closely and con- 
firm all actual buying with a close 
scrutiny of the futures market, basing 
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Equipment to buy? 
Equipment to sell? 


Let the classified column of COFFEE 
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WSTA 
14th 


as The 
September 
Memorial 


their purchases more on what the Ex- 
change indicates to them. This follows 
from the greater availability of Ex- 
change facilities. In New York, ticker 
information is almost instant, in San The 
Francisco there is a lapse of time. In 
New York there is greater inter-dealer 
trade, more hedging and more tendency ly 
to take advantage of good buying peri- 
ods by purchases on the Exchange 


same 


event. 
| ie | 
® ® A scroll of appointment, designat sored by the 
ing S&W as purveyor to His Majesty, On the 
King Gustaf Adolf VI of Sweden, was gram were such 
presented to the firm by the Swedish Gene Heathcote 
General, Manne Lindholm. On April 9th 
Blumlein president, of S&W, the St 
received it for his company contingent of 
= # Northern Pan-American 
groups of the held in Golden 
Association had a pre-convention meet 8 @ Further 
ing at the Statler Hotel in Los Angeles indicates that 
the board on 


Consul 
Joseph 


Southern regional 


Spice 


and 


American Trade 


Harold Gavigan, member of iced coffee 


of directors of the national association, 
Frank 

t the 
Tom 


and treasut of the bigger 


Ralph ning to lift 


Pauli, and to be 


Frelleson secretary 
Northern Division, 
and Harold 


attended tions 


picnic 


Park, as 
Ed Spillane has been made chairman. 
caterer has been 
which insures the quality 
This is the regional tea man’s big year- 


Pan-American 
April 7th-14th in San Francisco, spon- 
Pan-American 
committee 
men as 
and 


a formal 


t 
Francis was held, with a good 


coffee 
Day 
Gate 
evidence 
a lot 


than 


more 


this writer’s article last 
roaste1 
the curtain on 


unprecedented 


will be held 
the San Mateo 
Li »gically, 


Minneapolis 
By HARRY P. RILEY 


8 @ The Northwest Coffee Association 
held a banquet at McCarthy’s famous 
cafe in Minneapolis \ inspira 
talk was given by Warren 
of the Coffee Insti 


usual. 


engaged, 


of the steaks 
very 


tional 
Schmitt, 
tute 
The 
; tendance: 
handling the Sis From St. Paul: Willis Krumpelmann, 
Peter Folger, New York Tea Co.; John Lambros, 
Harry March Jr, M. B. Coffee Co.; John Eibert, 
banquet Eibert Coffee Co.; Les Clark and Don 
Robinson, Nash Coffee Co 
From Duluth: John Andresen, An 
dresen-Ryan Coffee Co. 
From Minneapolis: Phil 
Kogan, and W. R. Wild, 
porting Co.; Doug Bentzen and 
3entzen, Osgood Coffee Co.; Ed Ren 
dahl, Value Jim Holt, 
Holt Coffee Co.; Harry Riley, Robert 
McGarvey, Jr., Cliff Call, Phil Haw 
Gene Dunklee, McGarvey 
‘offee Co 


Brewing 


Week held 


Was 


following members were in at- 


Society 


men invited \ 
celebration 
Park 


trom 


was 
Dahl, John 
Baker Im 
Paul 


this area 


will be done 
reflected mn 
Some 


Was 


month Super Stores; 


} 


s here are begin 


what seems 
coffee pro thorne anc 


Atwood ( 


iced 





the Teamaker—it's ready! 
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Food Machinery and Chemical Corp., one of the largest 
growth” corporations in the field, which was interested 
in manufacturing and marketing the new Automatic Tea- 
Maker, as an addition to their own developments in 
equipment for the food service equipment industry. 

The selection of FMC and final approval of all parties 
was completed in late September, 1955. In October, 
work was begun on pre-production model design and the 
selection of pre-production model field test locations. 

Working in close relationship with the steering com- 
mittee of NRA and the Tea Council, FMC began a series 
of design and operating changes which was continued 
for over a year. Through a series of meetings, test loca- 
tions were established that would provide every variety 
of problem possible for the pre-production model test 
machines. Machines were installed in various geographi- 
cal areas in restaurants, cafeterias, hotels and industrial 
plants—for the service of iced and hot tea under varying 
operating conditions. Tests were conducted with en- 
gineers on hand to study and solve the many problems it 
was known would develop. 

These tests proved that there were several components 
and factors upon which basic redesign and re-testing would 
be required. These tests were exhaustive, but one by one, 
each problem was solved and, with its solution, the Tea- 
Maker came closer to the exact specifications that were 
originally outlined by the committee, and closer to a 
machine that would serve the finest cup of tea possible 
at a profit for the operator. 

Surveys were conducted to determine not only mechani- 


cal and operation changes, but consumer acceptance of 


APR. b9S7 


the tea and service. 
of the test locations; also with the waitresses, the bus 
boys and the people whose responsibility it was to pre- 
pare and tea. All factors considered: the 
taste, flavor and appearance of both products, hot and iced 
tea; the operation, safety, eye appeal and materials of 
Evaluation and re-evaluation produced the 


Interviews were held with managers 


serve were 


construction. 
changes which were incorporated in the unit that was 
presented to the NRA committee for approval as a 
production model. 

Finally, on November 13th, 1956, at a 
New York City, enthusiastic approval was voiced for 
the FMC developments, and it was agreed that FMC 
should proceed with their production model and prepare 
for the sale and distribution of the machine on a national 


meet Ing in 


basis. 
There was still much work to be done—from develop- 


ment design to final production design 
1957—It’s ready 


The Food Machinery and Chemical Corp. is now ready 
to present to the food service industry—the first auto- 
matic TeaMaker—the first piece of equipment that will 
make and serve the popular tea beverage automatically 

The FMC TeaMaker will: 

Provide both hot and iced tea 
Have a capacity of 200 cups per hour. 

Provide its own source of hot water. 

Be completely automatic, when charged with the 


of excellent quality. 


correct amount of loose tea. 
5. Have a fast recovery. 
6. Take up a minimum of counter space. 
“Sell” tea by its appearance and position. 
8. Sell for a price attractive to the restaurant field. 
It provides a labor saving, customer-satisfying profit- 
making appliance that will meet the requirements of the 
ever-growing food service industry. 


85 





Premium activity at peak 


(Continued 





I to work up tl 
and recommend it for th 
sideration with the client assuming 
quantities, purchase 
(71.7%) Large 


relatively n 


sponsibility for 
gotiations, etc 
cies assume 


sponsibilities in « with 


offers than 


nnection 
do small agencies 
Premium 
whi le, the 
figure in 


Resp msthility for functions : 


Among agencies as a account 
executive is the key every 
m associated with the hand] 
The dominant in- 


major functi 
ing of premium offers 
fluence of the a.e., in relation to the role 


played by other agency executives, is 
small agen- 
other 


mucl 


comparatively greater among 
However, in 


1 ~“o11t 
Ke\ executives 


cies large agencies, 
participate to a 
greater extent \s size of agency in- 
there is more specialization by 
and a sharing of re- 
sponsibilities among the specialists 
Portion of billings accounted for by 
premium promotions: Premium advertis 
ing constitutes only a small part of total 
agency billings In only 


ten does the ratio run more than 10% 


creases, 


function greater 


one agency in 

Consumer versus trade offers A gen- 
cies’ clients lean to consumer offers, rather 
than trade offers. The percentage of 
premium-using clients to total 
(under 25%) for the majority of 
agencies Most expect clients to use 
more premiums (41.3%) or about the 
same amount 5%). Only 64% said 


clients is 
low 


less 

Agen- 
cies are about equally divided on whether 
or not to charge separate fee for premium 
offer services About half do, the others 
do not 


Charging for premium services 


Pretesting offers: General 
offers 


Relatively few 


practice 1s 
“sometimes” (67.8%) 
“always” (19.1%) pre- 
(13.1%) do 


considerably more 


to pretest 


less “never” 


test, while still 
sO Largs agencies at 


pretesting than small agencies. Agencies 


generally use several methods of pretest- 
ing with a small preference for area and 
in-store 
Post-testing offers: There is no clear 
this area A little more 
than half “never” follow up with a check 
offer has run. Most of the 
Few “always” do 
relatively 
testing than small agencies 


tests 
cut pattern in 


after the 
others do “sometimes” 


Large agencies do more post- 


The role of premium shows also is 
Respondents 
PAAA’s 
More 


three attends or exhibits 
with a 


covered by the survey 
pointed up the popularity of the 
shows in New York and Chicago 
than one out of 

relatively 
and 


at one or both shows, 


greater portion of agencies users 


than suppliers, participating 
agencies and users report they at- 
he shows for two main reasons: to 
look for 


get new 


new items and suppliers and to 


ideas from the conferences and 


The survey was made by mail question 


naires verified by personal interviews witl 
- 


a cross-section sampling 


86 


premium 


Index 


Lo 


American Coffee Corp 
American Can Co 

American President Lines 
Argentine State Line 

Aron & Co., Inc., J 

Atlantic Coffee Bag Co., Inc 


Bros. & Co., In 
Bendiks, Inc., H. L. ¢ 
Bennett & Son, Wm. 
Bickford & Co., ¢ I 
Bott & Co., George P 
Bowen Engineering, Inc 
Brazilian Coffee Institute 
Brookhattan Trucking Co., Inc 
Burns & Sons, Inc., Jabez 
Byrne, Delay & Co 


Balzac 


Hosmer 


Carswell, Walter B 
Cattaraugus Cutlery Co 
Classified Advertisements 
Continental Can Co 
Cosmopolitan Shipping Co., 


D' Antonio & Co., C. H 
Dexter & Sons, ¢ H 
Dobbeleer Co 


Edwards & Sons, Frederick 
Emigh Co., Inc., Weldon H 
Emmericher Maschinenfabrik 
Eppens Smith Co., Inc. 


Fairchild & Bolte 
Federacion Cafetalera de 
Fitzpatrick & Hoffman, Inc 


America 


Glasberg, ae 
Grace & Co.., 
Grace Line 

Gump Co., B. F 


Ww. R 


Hakim, Clement M 
Hall & Louden 
Hansen, Walter R 


Ireland, Inc., B. € 
Irwin-Harrisons-Whitney, Inc 
Israel & Bros., Leon 


java Pacific & Hoegh Lines 

Johnson & Co., E. A 

Junta de Exportacao do Cafe 
Colonial 


Cover 


Advertisers 


Kerr Steamship Co., Inc 
Kunz & Co.. W. H 


Lara & Sons, Inc., Leonidas 
Lee Co., Wm. H 
Lipton, Inc., Thomas J 


Lloyd Brasileiro 


Mackey & Co., (¢ A 
Magdalinos. S. J 
83 McCauley & Co., Edw. P 
Mississippi Shipping Co., Inc 
g3 Mooney & Son, Inc., H. Mills 
‘3 Moore-McCormack Lines 


National Federation Coffee 
Growers of Colombia 

National Stamping & Electric 
W orks 

Nedlloyd Line 

Nopal Line 


Old Slip Warehouse 
Otis McAllister 


Cover 


Pan-American 
Phyfe & Co., Inc 


Ransohoff Co.. Inc., A. L 
Reamer, Turner & Co 
Reaud-Geck Corp. 

Reed & Co.. Inc., Geo. W 
Ruffner, McDowell & Burch 


Coffee Bureau S 
James W 


S & S Coffee Roasters, Inc 

Schaefer Klaussmann Co 
Schonbrunn & Co., Inc. S. A 

Servit Foods Corp 

Sieling Urn Bag Co 

Singhofen & Co., Ernest 

Sirota Commodity Corp., George 
Sol Cafe Manufacturing Corp. . .Cover 
Standard Brands Inc il 
Sterwin Chemicals 

Stockard & Co., Inc 

Sunkist Growers 


Tea Council! 

Tea Pack Co. 

Thomson & McKinnon 

Thomson, Inc., Henry P 

Thurston & Braidich 

Transportadora Grancoiombiana, 
Ltd 

Triangle Package Machinery 

Ufinindo International Corp 

United Fruit Co. 

U. S. Navigation 

United States Lines 


Ward-Garcia Corp 
Wessel, Duval & Co.. In 


Zink & Triest Co 














BETTER COFFEE 


can be made in 


Clean Equipment 


Write for a sample 
package of 


COFFEE URN 
CLEANER 


WALTER R. HANSEN 
P.O. Box 91, Elgin, Illinois 


CLASSIFIED ADVERTISEMENTS 
Single Column '/%” $3.50; “A 
2” $11.00; 3” $15.00; 4” $18.00 

Wanted: 5¢ per word. 


Rates: 


Situations 


$6.00 


$1 minimum. 





POSITIONS WANTED 


jobbing green coffee through both New 
and New Orleans Address Box 53 
Coffee and Tea Industries 


Partner in tea bag packing firm for 
years selling interest 
ing proposal Young 
dress Box 66 


(45); aggressive. 


GREEN COFFEE MAN, 35 years experience 
York 


eleven 
Available for interest- 
Ad 
c/o Coffee and Tea Industries. 
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the Arabian had a ball 


... COffee ball, 
that is 


The ancient Arabians loved coffee. So 
much so that they not only drank it — 
they ate it. The whole ripe berries, leaves 
and hull, were crushed and molded into 
food balls, held in shape with fat. One 
such ball, about the size of a billiard ball, 
made up a day’s ration and sustained a 
man on a long day’s march. 

Coffee today is the basis of a great $214 
billion industry —- impressive evidence 
that it still sustains a lot of people 
through ‘a long day’s march.” And 
roasters who produce the many fine blends 
of coffee for the consumer’s insatiable 
thirst rely on Otis McAllister for a de- 
pendable supply of consistently high qual- 
ity coffee. 


Otis imports more than 100 different 
kinds of green coffee from the coffee pro- 
ducing countries of Central and South 
America — and their organization con- 
sists of 18 affiliated offices, each staffed 
by men who have made coffee their life’s 
work. Why not let Otis serve you? 





Producers of DON CARLOS MEDELLINS 
OTIS ARMENIAS « CARMENCITA 
MANIZALES * ROLLO BUCKS 
OTIS MEXICANS ¢ CENTRAL AMERICANS 
VENEZUELANS ¢ AFRICANS 
and those Team-Mates of Quality 
GENUINE CUSTOM-BUILT VINTAGE BOURBONS 


OTIS MSALLISTER 


Established 1892 
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